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“The recollection of quality remains long ajter the price is forgotten’? EK. C. SIMMONS 
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Lamson bolts 
are uniform . . 
In accuracy 
and strength 
































Assembly time is held to the 
minimum with Lamson bolts and 
nuts on the job. The right steel 
and proper heat treatment as- 


sures the user of Lamson bolts 





that heads will stay on and that 
threads will not strip. Extra- 
ordinary care and the most 
modern production equipment 
maintain an accuracy known far 


and wide for its uniformity. 


Bolts and nuts of the highest 
quality deserve the best of pack- 
ages—and all bolt and nut prod- 
ucts sold under the Lamson 
label are packed with particular 
care —in tough paper packages 
or strong paper cartons. 

Whether the Lamson bolt you 
buy is for ordinary use or for 
some special purpose, Lamson & 
Sessions’ good name stands 
back of it. 

THE 
LAMSON & SESSIONS CO. 
General Offices 


Cleveland, Ohio 


_ 


& SESSIONS CO. 


CLEVELAND, OHIO 






Plants at Cleveland and Kent, Ohio; Chicago and Birmingham 
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To Help 
You Sell 


Pexto has always 
maintained an ade- 
quate policy of help- 
ing the hardware man 
sell Pexto tools. Every 
line—from hammers on 
down through all the 
tools—is backed up by a 
smart array of booklets, 
folders, display cards, dis- 
play stands—silent sales- 
men for each product. 


And all this material is 
“store tested” to prove 
its efficiency in moving 
goods. It is proven pro- 
motion before it is sent to 
you. 


Many display stands are 
furnished to which the 
actual merchandise is 
fastened so that the cus- 
tomer may handle it— 
may “heft” the tool and 
judge of its balance. This 
is the kind of display that 
moves tools off shelves. 








THE NAME 
PEXTO—AND 
WHAT IT MEANS 


For over 110 years, the name Pexto has stood for honest 
tools. 


Careful workmanship, coupled with materials selected 
not on price but on the basis of the wear they will give 
—have combined to build up’ an enviable reputation 
in the industry. 


Pexto tools are distinctly not “cheap” tools—neither 
are they expensive. They are designed to meet a special 
market that demands merchandise of honest quality at 
prices it can afford to pay—and of all the markets this 
is the greatest and the most profitable to cultivate. 


Behind Pexto tools is a nation-wide service organi- 
zation of fine wholesalers. They carry Pexto in stock 
always and can give immediate shipment. 











THE PECK, STOW & WILCOX CO. 


H. . 
} ea Southington, Conn. — 

| Pliers Squares 
Screwdrivers U. S. A, Fender and Body 
Braces Dent Removing 
Pruning Shears Tools 


IT PAYS TO CONCENTRATE—ON PEXTO 
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The greatest achievement 
in value-giving in all 
washing machine history 


A new VOSS to retail at the lowest price . . . $59.95... for 
which a truly high quality washer has ever sold! A VOSS washer 
which opens a vast new market . . . a VOSS washer priced 
to bring the customer into your store . . . a VOSS washer 
of such apparent quality that nothing even remotely approaching 
it in dollar-value has ever before been available! And, with all, 
a VOSS washer with a satisfactory profit margin for the dealer. 


Once more Voss pioneers the way. Just as we were first, 

54 years ago, to market the first successful washing machine 

. . just as we were first, eight years ago, to duplicate hand- 

washing action, mechanically . . . so are we first today to offer 

a full sized washer of high quality and exclusive sales features 
that you can retail, profitably, for only $59.95. 


A Strong Program of National Advertising 


The nearly 16 million readers of Good Housekeeping, 
Ladies’ Home Journal and Farmer’s Wife, will read of the New 
VOSS .. . its low price and high quality features. The present 
popular E-54 model, which has broken sales records, will also be 
featured in this series of big, dominating advertisements through- 


out 1931. 


Unquestionably, the advent of this new low priced model 
makes the VOSS Dealer’s Franchise the most valuable and profit- 
able in the industry. Perhaps you can secure it for your territory. 
Write or wire for details today . . . and learn of our new finance 
plan, whereby time payments may be handled through your 
local bank. 








VOSS BROS.MFG.CO. 


DAVENPORT. IOWA 








THE WORLDS LOWEST PRICED 


QUALITY WASHING MACHINE 


You wash in the 
suds at raat 


ius. 
wor. ‘onl i he Voss Agitator 


washes in suds 
at the top. 


co| MG omelhaaraon as 
falls to the 
bottom: 


Mail This Coupon 


ywooocmereocrsen ree 
VOSS BROS. MFG. CO., Davenport, Iowa. 
Gentlemen: Please send me details of your 
Dealer Franchise. Also new Financing Plan. 
Name didetihits gps ddd ickidlnchatencduid aa daaaaiendned aemceaic aad 
Address jchniswninniahaint Fn ROP ea a FE Rac ae 


eee ee ees es ee 
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costs no more than the ordi- 
nary kind. You immediately 
picture the finer, clearer win- 
dows it will make—and the 
saving of time for the glazier 


A NEW FLATTER GLASS~AT THE OLD PRICE 


TS hard to believe, when you examine —and the new sales opportunities it creates 
the two flat, brilliant surfaces of this new _ for you. But if you haven’t yet given yourself 
glass and note their new freedom from wav- _ that experience—ask the Pittsburgh Plate 
iness, streakiness, and other old time imper- Glass Company’s warehouse in your locality 
fections—that such remarkable window glass _to send you samples. And write for the book- 


let showing the new way 

Pennuernon this surprising glass is made. 

Address Pittsburgh Plate 

St at drawn Glass Company, Grant Build- 
WINDOW GLASS ing, Pittsburgh, Pa. 
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LINE WIRES 


INTERLOCKED 
NON-SLIP JOINT 


DOUBLE CABLE SELVAGE 





TIE IN with the DEMAND 
for this MODERN NETTING 


» * as a dealer, can boost sales and profits 
ing in with the demand already created 
for U.S. Poultry Fence. 


Here, for the first time, is a netting buyers 
know and ask for by name »» They have learn- 
ed of it through national advertising »» They 
buy it when dey see it because of its super- 
ior, modern, straight-line construction »* They 
use it ever after because it costs no more.... 
saves time and labor... .and gives longer ser- 
vice, better satisfaction. 


Each year more and more dealers stock and 
sell U.S. Poultry Fence exclusively »» It en- 
ables them to reduce their inventory....speed 
up turnover.... increases net profits »» It dis- 
courages price competition....attracts new 
trade....and builds permanent ‘and profitable 
repeat business. 


This year--specify U.S. Poultry Fence, the 
only poultry netting nationally advertised. 
Ask your jobber or write to us for complete 
information and FREE miniature sample roll. 


U. S. Poultry Fence is sold only through 
the regular wholesale and retail trade. 


INDIANA STEEL & WIRE COMPANY 


Muncie, Indiana 





US. Poultry Fence 


“The Netting That Stands Ure 


Toate also of 


IMPERIAL FENCE 


Farm, Powtry and Lawn Fence, Flower Border 
Trellis, Steel Posts, Gates 
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What the Doctors Said in 1921— 
“We see little hope for immediate recovery”. 


T is the fall of 1921. The country has 
] just come through a major depres- 
sion and stands on the threshold of 
seven years of the greatest prosperity 


the world has ever seen. 


What are the prophets and sooth-sayers 
of business saying in that dark hour? Do 
they see any faint glimmer of the glorious 
day so soon to dawn? Are they optimistic 
about the future of this Our United States? 


Read the statements made by the leading 
men of that day—manufacturers, bankers, 
even statisticians. Are they optimistic? 
Decidedly NO. Instead of foreseeing the 
“Great Boom” just ahead they talk of 
Overproduction, Unemployment, (all the 
ills of 1930) and see little hope for any 


improvement in the very near future. 


History has proven how wrong they were. 
Whether 1931 and the succeeding years 
will show the same recovery which fol- 


lowed the depression of ’21 remains to 


‘THE GEO. WOR 


——+ 





be seen. We believe it will and are ready 
for it. Our outside sales force as well as 
the order, packing, and shipping forces 
in our plant are intact. In fact, not one 
employee of The Geo. Worthington Co. 
has been dismissed nor has one salary 
been reduced because of the business 


depression. 


The result is a smooth-running, loyal 
and efficient organization, large enough 
to give you proper service at all times 
and ready to see that you do get service 
because they are interested in your 
welfare through being personally 
interested in the welfare of their own 


company. 


THINGTON CO. 


CLEVELAND, 


OHIO 


THEY 
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SHOVELS & SPADES 


LOOK FOR THE CLASS MARK - CLASS A> CLASS B> CLASS Cc 
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2 PULLS WRECK AN ORDINARY SHOVEL + + BUT 


A SOCKET SHANK IS UNHARMED 


AFTER 2880 PULLS! 


Socket Shank is the only shovel in the world that can stand more than a few 
pulls on this testing machine. The finest grades of ordinary shovels are 
ruined usually in two pulls—balance destroyed and handle shattered. But 
2880 pulls on the Socket Shank shovel (exactly three hours pulling at 
16 pulls per minute) fails even to injure the balance of the handle. The 
change in the “lift” is barely perceptible. When you consider that this test 
is equivalent to putting the point of the blade under a heavy rock and prying 
so hard that the handle comes down 18 inches from normal position, you 
will appreciate the tremendous strength of the Socket Shank shovel. All 
Socket Shank shovels are light-weight, yet virtually unbreakable in use. 
For the convenience and protection of trade and user every Socket Shank 
shovel is branded with its class and priced accordingly. The Socket Shank 
line is sweeping the market. Write for catalog and prices—or ask your jobber. 


HUBBARD & COMPANY, MONTPELIER, INDIANA 





HEAT TREATED BALANCED 
End to End And Staysthat Way 


hs 






FLIWATE STRENGTH 
No Excess Weight Beyond All Others 
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GOOD HOUSEKEEPING TRADE SERVICE 
57th Street at 8th Avenue, New York, N. Y. 











Please send list of currently advertised guaranteed mer- 



























chandise and free window cards é 
eee ay ee... : 
cect cared ah tila Saacaaktasaistes ial alee ra ot 
City & State. 2 
Number of windows you will use. eeceeeeceeeeen : 
Send for this 
| 

3 

SALES BUILDER 
E USE your poster repeatedly in Many women tell us they seldom 4 

displays and results are increasing buy a thing without the assurance 3 

a 


all the time.” So writes a Missouri of this guaranty. Naturally, their 


merchant who discovered what thou- business is going to the dealers 





sands of other retailers have—that who carry this guaranteed merchan- 


tie-ups with Good Housekeeping are — dise. 3 
good sales builders. a 
You can easily prove that confi- 


SSeS 


dence in Good Housekeeping helps 3 
sales. Simply send for the poster g 
shown above. Use it in special 
displays of merchandise advertised 


The reason is confidence — buying 
confidence of an unusual kind. Hardly 
an intelligent woman who does not 
know that only dependable merchan- 
dise may be advertised in Good 


bene tat SS 


in Good Housekeeping. Let your 


Housekeeping. All household devices 
and appliances are laboratory-tested 
by Good Housekeeping Institute. 


Every advertisement is guaranteed. 


customers know that you deal in 
guaranteed satisfaction. It costs 
nothing to do this. Just return the 


coupon. 





GOOD HOUSEKEEPING 

















Everywoman’s Magazine 









ws Reet, eee — 








RRR RS SENT ee 
EN a RES Raine Mee Ne a ees 


4 oa 


SRE Sc ao 
i LINNEA 


RP xs, ene ae ae 
2. ape SPR aha ae ag 


sete Ore i eae 


e 
= 





4 


8. 


at i RE ae BS 


iver Te 


ies 


ARSC tape state 
SNK 5s asi 





11 


HARDWARE AGE for DECEMBER 25, 1930 








fHENKOO 


















U(Brand 


Pr? 


TRADE MARK REG. U. 5. PAT. OFF. 





Once more Kitchenkook takes a long forward step. 

This new American Kitchenkook is more than just a new addition to an 
already popular line. It is a brand new idea in liquid fuel and gas 
stoves; strikingly original in design and a marvel of beauty. 

Here is a side oven range with porcelain enamel oven linings, a new 
improved heat indicator, three top burners mounted in triangular posi- 
tion—two front and one back—and finished throughout in ivory and 
green porcelain enamel which sells at a price which will make your 
customers take notice. ’ 
Your American salesman is now in the field with full information about 
this remarkable new American Kitchenkook. Ask him for details or 
write nearest office. 


AMERICAN GAS MACHINE CO., Inc. 
Factory: Albert Lea, Minn. 


BRANCHES 
New York, N. Y. :: Oakland, Calif. 


This new Kitchenkook also available for natural or manufactured gas 
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THE SHOWS WILL SHOW THE WAY 





The Automobile Industry WILL NOT FOLLOW—IT 
WILL LEAD the industrial revival. 

BECAUSE: Ten per cent of all of America’s workers 
are employed in the automobile industry. 
To the same extent as these people are out of work, 


AMERICA’S NORMAL PROSPERITY DECREASES. 
SEVERAL MILLIONS MORE are indirectly employed 


in the industry—in the manufacture of steel, rubber, lum- 
ber, leather, cotton, gasoline, glass, metals, paints, and in 
transporting material to, and cars from, the factories. 

THE SAME STATEMENT concerning unemployment 
APPLIES TO THEM. 

To the enormous extent indicated the PROSPERITY 
OF AMERICA IS DEPENDENT on our industry. 


To as great an extent is our health, happiness, con- 
venience and every-day business dependent on our cars, 
for the AUTOMOBILE CEASED TO BE A LUXURY and 
BECAME A NECESSITY twenty years ago. 

Sound business sense, therefore, demands support, by 
the entire industry and the public of the Thirty-first Annual 
NATIONAL AUTOMOBILE SHOWS at New York, Grand 
Central Palace, January 3 to 10, and at Chicago, Coliseum, 
January 24 to 31. 

Be there and encourage others to be there—convince 
everyone that AS FAST AS THE AUTOMOBILE BUSI- 
NESS IMPROVES—and NO FASTER— WILL GENERAL 
BUSINESS IMPROVE. 

The Shows will be open on Sunday—at New York at 
2 P. M. and at Chicago at 10 A. M. 

Trade Days are on Monday and Tuesday, when those 
in the industry will be admitted free. 

Shop Equipment sections, for the trade only, will be open 
until 5 P. M., after which time the public will be admitted. 











OO ne) ee ae 
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Auspices of National Automobile Chamber of Commerce, Inc., 
with the co-operation of Motor and Equipment Association. 


S. A. MILES, Manager, 
366 Madison Avenue, 
New York City. 
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A Typical Crowd at Central Park, New York, Where Thousands Enjoy the Skating 


A Merry Christmas and a Happy New Year 


That’s our wish to the thousands of jobbers and dealers 
all over the country who sell Union Hardware Skates. 


And to the great army of skaters who have been made 
happy either through gift or purchase of these most 
popular of all ice skates. 


But, generally speaking, skating has just commenced 
and if King Winter does his part by furnishing suf- 
ficient ice, we will endeavor to do our part by supply- 
ing sufficient skates to meet all demands—and of a 
quality to justify all expectations. 


Dealers—keep stocked through your jobber. 


Standard - Known 
for over c = > * the World 


75 Years Reg. U. S. Pat. Off. Over 
TORRINGTON, CONN. 
New York Office 151 Chambers St. 


Established 1854 Incorporated 1864 


MAAAAAAssssssssssssssssssssssssssssssssssd 


Motlel of Nos. 1624, 162414, 172414 





Model of Nés. 07, 08, 0814 
Sires 814 to 12 inches 





Model of Nos. 5624, 562414, 572414. Russet 


Leather Back and Strap 
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a heavy bronze bolt deadlock 


part of a 
MOST COMPLETE LINE OF DEADLATCHES AND DEADLOCKS 


Yale No. 110 Rim Deadlock 
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e NEW VALUE e NEW PROFITS e NEW CUSTOMERS e 


In line with our established policy of supplying a lock for every 
need and purpose, we announce the new No. 110—a Rim Deadlock 
which, while ideal for general utility, is specifically designed for 
use on A. D. T. Burglar Screen equipped doors. 

The A. D. T. Burglar Screen extends over thc frame of the door, 
necessitating a shorter case. But, despite its shorter case, the No. 
110 has a standard 2% inch backset and a cast bronze bolt with 
1% inch throw, 'giving great strength and security. 

At the suggested retail price — $4.00 — it will afford a handsome 
profit and a genuine opportunity for new sales. Feature it for 
general use as well as for A. D. T. Screen equipped doors. 




















Cae 


Here are the salient features of Yale No. 110 Deadlock: 


1. Suggested retail price, $4.00 each 4. Polished brass knob 
2. Iron case, brass color finish 5. Pin-tumbler cylinder, Unlimited Key Changes 
3. Heavy bronze bolt, 14% inch throw 6. Three Nickel Bronze Keys 


7. Operated by knob from inside, key from outside 
Whatever the need, you can satisfy your customer with an item 
from the Yale Line. When a customer asks for a deadlock or dead- 
latch, he wants something that will afford real protection. And that 
means that he should have a high quality YALE Lock! 


THE YALE & TOWNE MFG. CO., STAMFORD, CONN., U. S. A. 
Canadian Works at St. Catharines, Ont. 


YALE MARKED IS YALE MADE 









Padlocks, Auxiliary Rim Locks, Builders’ Locks and Trim, Cabinet 
Locks, Trunk Locks, Door Closers, Bank Locks, Prison Locks 
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This Porcelain Enamelware is Stainless 


Think what it means to tell housewives that it is now 
possible to have Enamelware Kitchen Utensils which 
will not stain or discolor—if it bears the STRONG 
STAINLESS LABEL. 


Besides this STAINLESS feature—new to Porcelain 
Enamelware, beauty and lasting service are embodied 
in every kitchen utensil in the complete Strong 
STAINLESS Line. 


There is a good profit, as well as complete satisfaction, 
in selling Enamelware Kitchen Utensils that have 
been tested and approved by leading authorities and 








housewives. Let us tell you more about these high See our display 
quality STAINLESS Enamelware Kitchen Utensils. hae Rat 


Exhibit, Stevens 
Hotel, Chicago, 
Illinois, Jan. 11 














clusive. | | 








Send for Complete Catalog en ie 
The STRONG MANUFACTURING CO. 
SEBRING Division of AMERICAN CHINAWARE CORP. OHIO 
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TOOL 
Co. 


SHIELD BRAND 
BIT STOCK DRILLS 


FOR METAL OR WOOD 
ALL SIZES 


[HE STANDARD TOOL (10. 


CLEVELAND 
New York: 94 Reade St. Chicago: 552 W. Washington Blvd. 


London and Leicester, England Geneva, Switzerland—Im-Fo-Sa 
Fredk. Pollard & Co., Ltd. Paris, France—Burton Fils 
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Today’s Pressure... 


Makes Tomorrow’s Fortunes 


oA ly o- 


Tuts Symsot identifies an 
ABP paper...It stands for 
honest, known, paid circu- 
lation; straightforward 
business methods, and edi- 
torial standards that insure 
reader interest... These are 
the factors that make a val- 
uable advertising medium. 


Any period of readjustment is a period of pres- 
sure. Demand bears down; supply shoulders 
upward; competition jams closer. Industries 
jostle and crowd as they turn about to face new 
circumstances, changed conditions. Readjust- 


ment means compression. 


And pressure brings out winners. Today’s 
pressure is fusing the elements of tomorrow’s 
successes. It is crystallizing the small beginnings 
of tomorrow’s fortunes. As you read these words, 
the pressure of today’s readjustment is creating 
leaders for tomorrow’s prosperity. Will you be 


one of them? 


Then watch your business paper. Now is the 
time to follow it closely for news of significant 
developments. Its editors survey the whole field 
of your operations. They gather for you a thou- 
sand bits of information that would not ordinarily 
come your way. And any one of those grains of fact 
may be the vital element that will send your busi- 


ness shooting out of the pressure into leadership. 


HARDWARE AGE IS A MEMBER OF 


THE ASSOCIATED BUSINESS PAPERS, INC. 
TWO-NINETY-FIVE MADISON AVENUE - NEW YORK CITY 
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Screen Wire} Screen Wire 


BRIGHT Reg. Grade (12x13) | Galvanized Before § Galvanized Before Galvanized LIGHT 
d Steel Wire 14-16-18 Mesh 


DARK 
Weaving in all grades 14-16 Mesh 


and also 14-16-18-20 


an and 
ROMAN 24 8 30 Mesh-also ff Galvanized After § Galvanized After Cloth 


14 & 16 Mesh Ex. Hvy 14 Mesh Only Weaving 


REFERENCE= Continued preference with experienced buyers everywhere, and the increasing number 
of new customers, testify to the soundness of our adherence to the standards of QUALITY 
and SERVICE which have established the name of “G & B” as a guaranty of dependability — 


The Gilbert & Bennett Mfg. Co. 


Established 1818- America’s Oldest Woven Wire Factory- Manufacturers 


WIRE CLOTH, NETTING and FENCING 


Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. Chicago Kansas City, Mo. San Francisco 
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Automatic 3-Heat Electric Pad 







































In Beautiful 
ALL-METAL GIFT BOX 


The Only Heating Pad that Automatically 
MAINTAINS Three Distinctly Different Temperatures 


Deluxe Pads, $9.00, Choice of 4 Colors Others to Meet Every Purse, $5.25 Up 


The Highest and Lowest Priced Articles Bearing the Trade Mark 


Ci 


G 





Are Alike in Quality, Workmanship and Lifetime Service 


The Truth About “Heating Pads” and Valuable Information Are Contained in Booklet— 
Sent Free Upon Request 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN., U. S. A. 
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— buildings — barns, garages, 
sheds and storages—require modern 
sliding doors. Tight fitting doors to shut 
out the weather —the kind that can be 
opened and closed regardless of the weather. 


Myers New-Way Giant Tubular Door 
Hangers and Myers Tubular Girder Steel 
Track make doors of this type a reality. They 
insure perfect operation at any time. Their 
patented flexible and adjustable improve- 
ments and compact weather-resisting con- 
struction are exclusive Myers features and 
with their tandem machine-turned steel 
trolleys and steel roller bearings mean 
smooth, easy running. 


fe BIRD-DUST AND Weatherize sliding doors in your locality 
VERMIN PROOF with Myers All-Weather New-Way Giant 
x WITH OR Door Hangers and Track, and give your cus- 


WITHOUT tomers maximum door service. 
COVER “5 











Catalog and information on request. 





MYERS NEW-WAY GIANT ¢ 
BULAR GIRDERTRACK [© 





ADJUSTABLE 
MOVES DOOR 
TO OR FROM 
BUILDING. 









| ADJUSTABLE 
DOOR IS RAISED 
OR LOWERED 
AS DESIRED 






THE F,, ~ MYERS & BRO.co. 


ASHLAND, OHIO. 













Manufacturers for over Fifty Years of MYERS HONOR-BILT PUMPS for Every Purpose. 
WATER SYSTEMS-HAY and GRAIN UNLOADING TOOLS - BARN, FACTORY and 
GARAGE DOOR HANGERS- STORE LADDERS, Etc 






Take . & 
o The 








PUMPS -WATER SYSTEMS - HAY TOOLS -DOOR HAN 
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“What—a Poultry Fence 


With Nothing But the Posts | 


to Support it! 





Our Other Products Include: 


Hexagon Poultry Netting 
Hen-chick Poultry Netting 
Galvanized Hardware Cloth 
and the following brands 

of Screen Wire Cloth 


Cortland Black Enameled 


White Metal Finish 
Wickwire Premier 
Wickwire Bronze 
Wickwire Copper 





199 


That’s right! We have so combined and rein- 
forced both mesh and gauge wires in NET- . 
WICK that no top or bottom rails are needed to 
prevent sagging. 


Consider the time and labor saved in erecting 
it. Both Horizontal and Perpendicular Wires 
are of the same FULL GAUGE. Made with 
sufficient wave to allow for contraction and ex- 
pansion. 


Wire drawn from finest Open Hearth Steel— 
Twist so complete that even pliers cannot unwind 
it. Every operation controlled in our own plant. 
And there’s a real profit in every roll. 


Galvanized before or after weaving. Put up in 
bales of 150 lin. ft., 2 inch mesh, in No. 19 or 
No. 20 gauge, 1 inch mesh in No. 20 gauge wire, 
in six inch widths from 12 inch to 72 inch. 


Retailers say that NET-WICK Poultry Fence is 
one of the best selling and most satisfactory prod- 


ucts they have ever handled. If you have never 
sold NET-WICK it will pay you to stock it. 


Your Jobber Will Supply You 


PicKvORE 
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Illustrating No. 852 
Supreme Steel 


The highest grade 
and most distinctive 
refrigerator yet 
plac upon the 
American market. 
Steel Frame, Porce- 
lain Bottom, Over- 
lapping Corkboard 
Insulation, Chrom- 
ium Hardware. 
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ew and improved ue refrigerator models 
Oe Advanced design and construction 
F features... Additional mecit ratings trom 
: official laboratory tests...../ncreased 


HESE are the seven outstand- 


one gree § advectising and display service.. 


heed to HARDER KLEEN-KOLD 
opportunities : 


1. Nationally-known laboratory tests, 
— in ee — for H ERE ‘ i 
esi construction an orm- 
design, so" emperatares Sau , concisely summarized, are the founda- 
oa tions of HARDER merchandising policy for 1931. 
3. —. = gts a 
A t! just t um : 
content, to. retain “the ‘natural ‘food THERE are the factors that will place each 
avors and nutrit ‘a. . 4% - . 
plete, every-point insulation, pro- HARDER dealer in the preferred and profitable 
— ig = hyn aa a foreign ma s hi * 
ors, to insure ertect, lifetime ser- 
i ode dag pos lhe position in his community. 
steel frame construction _Providing ? 
Se “a Saas See a THE NEW CATALOG is ready, more comprehen- 
ee ee NT a. sive and valuable than ever before. If you have not 


Production, merchandising and ship- 


ping facilities that guarantee the ° ° ° 
, received your copy, write for it today. 


HARDER €crrdration 
COBLESKILL, NEW YORK 


sie ann 

















22 HARDWARE AGE for DECEMBER 25, 1930 








“CAN OPENERS” for every purpose 


HENEVER there’s a can to be 


opened Blue Streak has a ma- 










quickest, easiest method. » » 


LUE STREAK deliv- 


ers a service that has 





won national leadership. 
A profitable line for the Hardware mer- 
chant because it is a complete line and [ie 


because of greater unit profits. » » » 





Illustrated above are the 
three popular Home mo- 
dels — Household, Table 
and Wall Master Blue 
Streak. Note the powerful 


prestige. Why not accept the judgment of joec.. sscond by che 


Built-in-quality has won for it national 


acceptance. National advertising gives 


long arm of Wall and Table 
Hardware Leaders and concentrate YOUF models and the easy-to- 


grasp handle of 


selling on Blue Streak? » » » » Household. 


BLUE STREAK CAN OPENING MACHINES 


Household sizes to retail for 5}0c and $2.00 
Hotel sizes $5, $6, and $7.50; Star Can 
Openers 30c. King Can Openers 10c 


KING — Combination Can and STAR — Rotary blade opener; HOTEL BLUE STREAK — Especi- PLATFORM BLUE STREAK — 
Bottle opener with corkscrew; hardened steel blade; green ally for hotels and restaurant supports gallon cans; hinged 
- oil tempered blade. - - lacquered steel handles. service; interchangeable parts. head permits easy removal. 











ASK YOUR JOBBER 


THE TURNER & SEYMOUR Mc. Co., Torrington, Conn. 


chine specially built to do the job. 
Designed for just one purpose —to open 


all sizes and shapes of cans in the 


» 
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ALL-PURPOSE ... 


WOOD 
CEMENT 
CONCRETE 
LINOLEUM 
COMPOSITION 
HOME OR FACTORY 


Reduces Stock and Satisfies a Varied Demand 
QUALITY—PRICE—PROFIT 


Recommend Them 
Write for Color Card 40-BF and Prices 
Paint Sales Department 


JOSEPH DIXON CRUCIBLE 
COMPANY 


Jersey City, 
Est. 1827 


IXON 5 


AINTENANCE 
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TKINS 
Silver Steel 
Feather-Weight Trowels 











ee 
Feather- Weight’’—the outstanding name 
and feature of Atkins SILVER STEEL Trowels 





is in itself a money-making idea for you LAaiPm~ 

as a dealer. Plasterers and cement work- 

ers are easily sold a “Feather-Weight.” It ATKINS 

lightens their work and lasts longer. Study iw 
these “10 Atkins Famous Selling Reasons.” 

Write today for our Dealer’s Sales Plan 


FAMOUS SELLING 
REASONS 


I 40 Years Expertence—as 
manufacturers of high qual- 


that includes direct-by-mail advertising ity trowels. 
2 Tue Best pi i Pat 
Steet, Atkins’ exclusive formula. 
to your prospects. 3 Unirorm TemMPpeR—no soft or 
hard spots. 


4 Perrect WorKMANSHIP—in balance 


E. AND and flexibility. Aluminum mounted. 
& Greater Prorits—by reason of uni- 
COMPANY form prices maintained. 


& mn eg sia B easier ‘sony surfaces 
smoother use of “Feather-Weight” 
INDIANAPOLIS, INDIANA smoother, because of é 
7 Lone Lastinc—Sizver Steet lasts longer 
than ordinary “trowel steel.’ 
8 User Prorectep—every Atkins’ product has 
the maker’s name clearly etched on the blade 
and is a positive guarantee of satisfaction. 
® Sreapy Demanp—resale value of Atkins Trowels 
is greater than just ordinary trowels. 
10 Distrmvution—Service Plants: Atlanta, Chicago, 
| © > , ' . & I} Bee sy einen ~~ oor hy erg — 
n Francisco, Vancouver, B. C., and Paris, France. 
iii | ta ar b | Ch | re oe Factories: Machine Knife, Lancaster, N. Y.; Grinding 
Wheel, Detroit, Mich.; Cantol Wax, Bloomington, Ind.; 
Canadian, Hamilton, Ont. 


ThereisaGood Profit 
in Atkins Saws and Tools 
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SIDE TRACK THE SALES TAX 


By LLEW S. SOULE 


HE retail sales tax is just around the corner. In many cases it would be practically impossible to 


It is being talked of in Washington today, as pass the tax on to the consumer. 
i itals. , ith re , ‘ 
von aoe a poe aid one It would handicap the merchant in that it would be 
but indications are that it will be within the next a tax based on volume rather than profit. It would 
two years. even apply to goods sold at actual loss. 


So much for the sales tax as a national measure. 


The time to stamp it out is now before it gains 
As a state measure, it would have the same disadvan- 


momentum. Once it comes boldly into the limelight, it 


will not be an easy task to sidetrack it. Every associa- tages and more. 

tion of retailers or wholesalers should seriously con- It ld 1 b d tside th 

sider this matter during the coming convention season, ‘ hcl eens cara stg Se ye erintona tin 
nd go d Iterabl dt f ; : 
ee state lines would suffer heavily from this handicap. 


of sales tax legislation. Every Senator and Represen- 
tative, state and national, should be made aware of the 
attitude of organized distributors of merchandise on 


It would be unfair to manufacturers within the 
state, whose distribution was wholly or largely within 


this vital subject. Meanwhile the public should be edu- its borders. 
cated in the dangers of any such method of taxation. It would influence industries to put their plants in 
Some of the best informed men at the National Capi- other states. 
tal predict that higher rather than lower taxes are ; . 
Meanwhile any such law, state or national, would 


quite likely to be voted in Congress before the close of . : 
1932, to be paid in subsequent years. They point out encourage certain types of retailers to add more than 
the facts that government expenses are increasing the amount of the tax to many of their retail prices. 

This would put another burden on the consumer, who, 


from year to year, and that the income tax base will : ; 
expand more slowly, during the next two years, than in the final analysis, must pay the bulk of any sales tax. 


the government’s budget requirements. This condi- Business always faces the menace of adverse legis- 
tion, they say, exists even with drought relief and un- lation. Business men are usually so wrapped up in 
employment obligations left out of the calculations. their routine work they pay little. ;attention to such 
With this in mind they declare that some form of sales legislation until it is either passed, or well on its way 
tax is sure to come up for serious consideration. to the statute books. Then it is often too late. 

Should such legislation ever be enacted it would Right now the Sales Tax is in the “discussion” stage. 
make every retail merchant a tax collector for the It can be averted by definite action backed up by the 
government. cooperative support of those who make, distribute or 

It would increase the cost of living to the consumer. sell merchandise. In another year it may have passed 

It would encourage extravagance in government into the “formulative” stage with strong political fac- 
expenditures. tions behind it. Then the job of averting it may not 

It would tax necessities on the same basis as lux- be so easy. 
uries. Coming events are foretold by shadows; and there 

It would be troublesome and expensive to adminis- is a suspicious looking Sales Tax shadow just around 
ter, and the burden would fall on the retailer. the corner. 
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A PRACTICAL 
GREETING 


Not only do we wish you a prosperous New Year but 
we want to help you get it. 


Osborn brushes and the Osborn sales policy offer an 
ideal combination for the hardware dealer. 


Every brush in the complete Osborn line represents 
top-notch quality and value. That assures customer 
satisfaction and repeat business. The Osborn sales 
policy assures the protection every dealer rightly 
expects when he invests his time and money in a line 


of merchandise. 


Osborn and Distributors can help you simplify your 
brush buying; minimize your brush inventories; 
increase your brush turnover and build up greater 
and still greater brush profits. 


Start thinking about this opportunity that is ready and 
waiting for you. After the holidays, make up your mind 
to put your brush business on a really profitable basis. 
Sell Osborn Brushes. 


THE OS80RN MANUFACTURING LOMPANY 


4NCORPORATED 


5401 HAMILTON AVENUE + CLEVELAND, OHIO 
Sales Branches: New York - Detroit - Chicago - San Fracisco - Los Angeles 
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The 


Way to 
SELL 


HOUSEFURNISHINGS 


HE secrets of successful salesmanship in the 
retail store are so simple that it is strange 
they are not universally in use. One might 
term them common sense, which, after all, is 
not so common. 


Like every other endeavor, retailing hardware and 
housefurnishings reaches its greatest success when car- 
ried on by those who love it. I love the housefurnish- 
ing business, probably because I love housekeeping, for 
I do keep house, too. I am just as much interested in 
my department and its success as I would be if it were 
mine. The department was instituted since I joined 
the staff of the store. Being busy every moment of my 
life keeps me happy on the job, and that helps toward 
success. Here are a few of the things I have found to 
be important in the conduct of a housefurnishings de- 
partment: 


First of all, customers should be considered, at all 
times, as guests of the store and so we do everything 
possible to make them feel at home from the time they 
enter until they depart. They know they are at liberty 
to look around all they please and our sales people will 
not lose patience with them; that it will be a pleasure 
to serve them pleasantly and efficiently, not because we 
are paid to do it but because we enjoy doing so. In my 
department I want them to have perfect confidence in 
me and know that I will never misrepresent merchan- 
dise, even to make a sale; that I can be depended upon 
to select whatever they want and send it to them if 
necessary. 


I try to keep up with all the new and worth-while 
items that are saleable and useful, keeping as my 













By Etta Hall Merrill 


of the John C. Ross Hardware Co. 
Austin, Texas 


Who tells in this article 


WHY SHE is SUCCESSFUL 
in CONDUCTING A 
HOUSEFURNISHINGS DEPARTMENT 


slogan: “If you can’t find it at Ross’, it isn’t in Austin.” 
The result is that we have customers who come in every 
few days and ask: “Well, Mrs. Merrill, what have you 
to show me that is new?” 


We are fully aware that we cannot keep everything 
that people call for, but if the article belongs in our 
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line, we try to keep it as a precaution against customer 
losses. We are strong for nationally known lines, as 
most people are familiar with them and customers call 
for them by name. 


Watching stock for wants and jotting down the re- 
quirements is a very important matter. Watch your 
samples on display tables, replacing immediately those 
sold. As some items are apt to become shop worn, it 
is better to sell from the samples from time to time, 
provided replacements are made at once. Failure to 
do this may cause either of two of the biggest business 
‘sins I know of—a lost customer or an overstock. It is 
hard to say which is worse. 


It may sound trite to say “always talk quality to a 
customer,” but it remains sound advice. Most people 
prefer to pay more for an item and have it last longer. 
Should you have a special price on an item, to close it 
out, and you offer it to a customer who tells you he 
doesn’t need it, never urge him to buy just because it is 
cheap. Nothing is cheap to the customer who doesn’t 
need it. 


When you get a new customer, study him. It takes 
only a short time to discover his likes and dislikes. In 
this way you are able to gain his confidence in your 
judgment. I have been able to sell many items by phone 
because of this confidence. The list includes even wed- 
ding presents. 


Regardless of the many lectures I have heard on the 
subject of salesmanship, I still believe that the really 
successful salesperson is the one who is a judge of 
human nature. No two people can be handled in the 
same manner. Never judge anyone by his clothes. 
Apart from the unkindness, injustice and plain mean- 
ness, it is bad business practice. Some of the best sales 
ever put over were made to people who were never 
“dressed up” in their lives. Courtesy is the most inex- 
pensive and most profitable thing in the world. If I 
owned a business and one of my sales force were guilty 
of discourtesy, I would discharge him at once. Strong, 
lasting friendships have been made through business 
contacts. Take special pains with the customer of 
cramped means. If he cannot give you a lot of business 
he will give you a lot of good advertising—the kind you 
cannot buy. 


Yes, there are customers that are hard to please, but 
with patience they can be handled in time, and when 
once won over they are friends for life. Frequently 
the seeming crankiness of these customers is. due to the 
sales person’s inability to understand them and ap- 
proach them in the right way. You have heard a sales 
person greet you in a “well-what-in-thunder-do-you- 
want” manner. There are too many of them. 


Next to greeting customers who come into your store 
is greeting new residents of your town. Get their 
mames and addresses and follow them up with a nice 
letter. Try to remember them when they come to the 
store. You will be surprised at the pleasing effect it 
has upon them and soon they will be your customers. 


There is an old saying: “The man who does no more 
than he is paid for never gets paid for any more than 





he does.” If you are a sales person, it will be well to 
keep that thought in mind. Anything you can do to 
help the succes of the business is a duty you owe to 
yourself as well as to the store. Cooperation with 
fellow employees is also your affair. Yow spend most 
of your life among your fellow employees; more than 
you do with your family, so it behooves you to make that 
time agreeable and helpful to both. If you are conge- 
nial and keep the good of the store in view, you will be 
the ultimate gainer. 


If I owned a business, I would never pay anyone a 
commission. It creates enmity among the sales people 
and causes everything from poor service to a quarrel. 
Some employers think commissions make the sales force 
take more interest in sales. But the interest is a selfish 
one only, to add to their personal bonuses. They hurry 
through with one customer to get to another whom they 
think will spend more money. All their stock keeping 
is pushed off on some salesman, who will take it and say 
nothing for fear of raising an uproar. If a customer 
is shown something by one salesman, and leaves the 
store without buying, returning later to buy, and an- 
other salesman happens to wait upon him, the first 
salesman instead of being glad the customer came back 
to buy, flares up and says: “Now that was my customer 
and I should have had the sale.”” You see, all he is in- 
terested in is his commissién. I once worked in a store 
where they paid commissions and had one of the girls 
yell out at me about getting “her” customers. This is 
embarrassing both to the customer and the sales per- 
son. Enough of it will prove embarrassing to the store. 


This does not happen in the Ross store. Every one 
here is working with one thought—that of making the 
store a success. They are a congenial and cooperative 
set of people. 


Attractive windows, backed by attractive stock ar- 
rangements, are indispensable. Try to keep your dis- 
plays seasonable and change them often. People will 
watch for these changes and will tell others about them. 
Get something into your windows that give them mo- 
tion. I recall a window display I once used. A little 
mouse got into the window and scampered about among 
the toys. Nearly everyone who passed came in to tell us 
about it. Something moving always attracts a crowd. 
You can use electric trains, for example, during the 
holiday season, but get motion into your displays as 
often as you can. 


Answering Telephone Calls or “How to Hello” 


Be very careful how you answer the telephone calls. 
Never snap at people over the ’phone. It sounds as 
though you were trying to take advantage of them be- 
cause they cannot see you. I have had people answer 
me through the telephone so harshly that I almost for- 
got what I intended saying. I have heard people say 
they would not call up certain places because they always 
got such gruff answers. 


Always make exchanges and adjustments in a willing, 
pleasant manner. We all know that some of them are 
unjust, but these things will come up and we cannot tell 
(Continued on page 62) 
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“the Other 


Fellows 


Weakness 


C. J. WHIPPLE 


President, Hibbard, Spencer, Bartlett & Co., Chicago 


FEW days ago I had a visit from a man who 
formerly served as sales manager for a very 
aggressive manufacturing concern. Some 
five or six years ago this outfit started in bus- 

iness—invading a field that was already overmanned. 
Under his direction they worked out a selling policy 
to which they adhered 100 per cent. Every dealer who 
bought their line was assured of a reasonable profit, 
could count on unusual merchandising helps from the 
manufacturer and could depend upon buying at as low 
a price as any other dealer. This manufacturer not 
only did not sell to the mail order houses or syndicate 
stores but was successful in preventing them from de- 
moralizing prices on the merchandise that he made. In 
a very short space of time their business increased to 
the point where they occupied a very commanding po- 
sition in the industry. While the product that they 
made was good, there were competing lines just as 
good, and their success was due largely to the merchan- 
dising ability of this sales manager and the selling 
policy which they followed in distributing the mer- 
chandise. 


Much to my surprise a few months ago this man 
resigned. In a personal letter he wrote me that he 
was working on a new deal, and on his recent visit he 
informed me that he had organized a new corporation 


and started to manufacture a line of mer- 
chandise entirely different from the for- 
mer line. It happened to be a line where 
there are about twice as many manufac- 
turers as there should be, and I promptly 
questioned the wisdom of contributing 
further to a market that was already 
glutted. He admitted all of this to -be 
true, but stated that his reason for se- 
lecting this particular line was because of 
the lack of any definite selling policy on 
the part of his new competitors. It hap- 
pens that the other manufacturers who 
make this merchandise follow a selling 
policy that permits them to accept 
orders from anyone who has the money to pay for the 
goods. Syndicate store business is particularly attrac- 
tive and usually sold at far less than the jobbing cost. 
Large retailers are sold direct by the manufacturer and 
even large consumers. All of this is “soft pedaled” 
when they come in to persuade the jobber to carry their 
line. They have no notions at all as to “Dealer Selling 
Helps” and “working backwards from the price to the 
consumer” is something that they do not care to talk 
about. 


Now, the moral of all of this is the fact that dealers 
and jobbers appreciate a clean-cut selling policy. No 
one can criticize a manufacturer who prefers the busi- 
ness of the mail order house and syndicate stores. That 
is his affair. But they do criticize a manufacturer who 
is trying to “carry water on both shoulders” and who 
expects jobbers and dealers to carry his merchandise 
when it cannot be sold to the consumer at the same 
price as ¢he syndicate store and, at the same time, af- 
ford a reasonable margin of profit to both. Neither 
can any jobber criticise a manufacturer who prefers 
selling direct to dealers and not soliciting the jobber’s 
business. Again, that is the manufacturer’s business 
and he should know best. 


But this new manufacturer, to whom I refer, avoids 
these pitfalls. He sells only to jobbers. The jobber 
receives a fair margin and is really sold on the idea of 
reselling to dealers based on the manufacturer’s sug- 
gested schedule and the dealer’s margin is sufficient to 
make the line attractive. After the introductory work 
is completed, this one man will do all the selling. All 
his customers will discount their bills—no mission- 
aries, no collection letters, the entire business concen- 
trated in comparatively few accounts and no broken 
case orders. As a consequence, lower costs than com- 
peting lines and there always will be lower costs until 
the other manufacturers adopt a like selling policy. 
It seems strange on thinking this over that when suc- 
cess comes to this new company (and I know it will 
come), that it will be due not to unusual strength but 
simply to the vision of one man in conceiving a selling 
policy that is fair to all and sticking to it. In other 
words, success will come not from strength but form the 
other fellow’s weakness. 
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Thumbs Down on the 


by LLEW S. SOULE 


OR several months the merchants of Kansas 

City have been waging a battle against the giv- 

ing of special discounts to favored groups. It 

centered around a proposal to extend “courtesy 
discounts” to Federal employees in Kansas City, on their 
purchases for personal use. In this fight the Hardware 
Club of that city took an active part. So did other hard- 
ware organizations, as well as individual hardware 
wholesalers and retailers. In fact, Kansas City mer- 
chants, wholesale and retail, have combatted the pro- 
posal so energetically that the plan will in all probability 
be abandoned. 


This is how it all happened: It seems that there is an 
organization in Kansas City known as the Kansas City 
Federal Business Association. The membership of this 
association, according to the Kansas City Star, includes 
the heads of various government departments in that 
city and their principal assistants. 


In the early part of October letters were sent out to a 
selected list of Kansas City firms, typed on association 
stationery, over the signature of O. W. Price, chairman, 
Purchase Committee. The letterhead was in jtself im- 
pressive, since it carried a list of names of government 
officials, who apparently 1epresent a large purchasing 
power. We reproduce a photostatic copy of one of these 
letters, which reads: 


“We are trying to effect a plan whereby the approxi- 
mately twelve hundred Federal employees of Greater 
Kansas City can secure the benefit of courtesy discounts 
or wholesale prices on purchases which they make for 
their own personal use. It is believed that there are a 
large number of firms in Kansas City which will gladly 
give the Federal employees the benefit of the lower 
prices which the Government itself enjoys. 


“Employees making such purchases would be identi- 
fied by a memorandum or a letter over the signature of 
the official in charge of the Government department or 
such other identification as might be required. All pur- 
chases are to be made for cash. 


“This letter of inquiry is being sent to a few of the 
larger institutions in Kansas City which occupy a com- 
manding position in their particular field. 


“If you wish, you may designate an employee or a 
particular department to whom prospective purchasers 
may be sent. 


“T assure you that that the Federal Business Associa- 
tion of Greater Kansas City will appreciate any favor 





Kansas City merchants 
successfully combat move for wholesale 
prices to Federal Employees 


that you may be able to grant. The inclosed franked 
enveloped may be used for your reply.” 


Immediately the fireworks started. To say that the 
proposal met with objections is to put it mildly. Some 
of the firms to whom the letter was sent absolutely re- 
fused to even consider the proposition. Instead they 
sent the letters to business associations, such as the 
Merchants Association, the Kansas City Hardware Club, 
the Electric and Radio Association and the Western 
Retail Implement and Hardware Association. 


Then the Kansas City Federal Business Association 
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began to receive some letters on its own account; letters 
that talked straight from the shoulder without mincing 
words. 


We reproduce a copy of one such létter written by 
Frank H. Spink, president of the Kansas City Hard- 
ware Club, to Colonel H. S. Kerrick, whose name appears 
on the Kansas City Federal Business Association with 
the title “Area Coordinator.” It reads in part as fol- 
lows: 


“The Kansas City Hardware Club and practically all 
of the other clubs and organizations of this city are 
opposed to a plan of this kind. The function of the 
wholesaler is to supply merchandise to retail dealers. 
The dealer in turn supports the Government by paying 
all kinds of taxes, and at this time, when every one is 
working toward making business conditions better, we 
feel that you and the members of the Federal Business 
Association should discontinue your efforts to purchase 
personal items at wholesale. We hope you will agree 
that it is not right, it is not in the interest of good bus- 
iness, because if everybody took the same stand that 
your association is taking the retailer would soon be out 
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of business and with him would go the wholesaler. As 
one of our members has very ably put it: Let anything 
interfere with the free movement of merchandise at 
the retail outlet and the whole fabric of all business 
shudders in sympathy. We hope you will see our posi- 
tion in this matter and take steps to discontinue the 
purchasing of personal items at wholesale prices.” 


Our good friend, Herbert J. Hodge, secretary Western 
Retail Implement & Hardware Association, also wrote 
directly to Colonel Kerrick: 


“It is difficult to understand why the employees of the 
Federal Government should be entitled to wholesale 
prices any more than are the employees engaged in any 
line of endeavor. 


“It is not hard to realize how quickly a thing of this 
kind would spread all over the United States, and what 
a depressing effect it would have upon the dealer who 
is striving to make a living in the face of the keenest 
kind of competition. I do not believe that you will 
approve the efforts of Government employees to deprive 
the dealer of his meager margin above wholesale cost, 
which now is not commensurate with the service he 
renders,” 


Colonel Kerrick replied to this letter and sent a copy 
of his reply to the secretary of the Kansas City Hard- 
ware Club. He wrote a rather lengthy letter in defense 
of the plan. In it he stated his belief that the retailers’ 
“fight” should be with the wholesalers who had “seen 
fit to extend certain trade discounts to Government per- 
sonnel to cover their household purchases.” He also 
intimated that the “wise retailer” would be willing to 
meet the discounts of wholesalers, and that as group 
buyers on a cash basis the Federal employees should be 
entitled to any price reductions they could get. He 
also said: “There is, of course, as you well know, every 
precedent to prompt wholesalers and jobbers to extend 
discounts to certain groups or organizations. The ben- 
eficiaries of such discounts should not be held culpable 
or blamable on the part of retailers who decline to bid 
strongly for that trade.” 


The Colonel frankly admitted that members of the 
Federal Business Association “do enjoy certain dis- 
counts from certain firms” but declared that there was 
absolutely no coercion or intimidation implied in the 
letter sent out by Mr. Price. 


According to William E. Morton, postmaster of Kan- 
sas City, postal employees would not be included in the 
proposed plan. He wrote to the Kansas City Hardware 
Club that he was not in sympathy with the Federal 
Business Association in this matter, and that the request 
did not speak for the post office service of Kansas City. 


(Continued on page 64) 
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Recent Radio 
~ Campaign . . 


OUR hundred or- 
ganized hardware 
dealers in Chicago 
are determined to 
turn the tide. Instead of 
“takin’ a lickin’,” they are 
going to give one. If‘there 
is any way to convert balky 
buyers into willing ones, 
these merchants are hot on 
just that kind of a trail. 


On his front win- 1 ape Already they have prog- 
dow each member | MOT } | 0/7 I/1 P Me ress to report. Their re- 
cor a WY VOM ks ie WVjjp—=—z cent thirteen-week radio 
Association will A \\\\\\\ OM » ) campaign to plant hard- 
mount this glass WAG AM \ Y\ AY ll __— ware-consciousness in the 
ae ig ved ae ahha \\ | | ] = mind of the metropolitan 
posted in the sub- Hy) | public not only helped busi- 
— ee | , i } ness, but brought a sub- 
eonries. hh | / stantial gain in the mem- 

lL | Ip bership of the Chicago Re- 


tail Hardware Association. 


Thus reinforced, the body 
plans to carry the cam- 
paign into. an important 
supplementary field; riders 
of the elevated and suburb- 

an trains and motor coaches, to the 
huge number of a million and a half 
daily, by means of colorful, artisti- 


“Our members have more of the fight- a cece 
ing spirit than they have had for a good This is the car card to be posted 


99 + ee in all Chicago elevated and suburb- 

many weeks, says Secretary Amis, and an trains and motor coaches which 
. carry a million and a half “riders 
there 1S no reason why the hardware bus- and readers” daily. The “Hello 


iness in the Chicago area shouldn’t be Neighbor!” message directs them 
into the stores of the independent 


greatly stimulated. Everybody seems to hardware dealers throughout the 


metropolitan area. 


” 
be for the plan. As the work unfolds other plans 
are developing calculated to 
strengthen the association and 
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3] DEALERS to ADVERTISE 


liofp Campaign to be followed by Poster and Car Card 
| Intend to Reach Million and Half Readers. . . . 
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build the profits and volume of its 
members. Gus Gloom, that mythi- 
cal yet very real commander of the 
negative invaders, is to be ridden 
out of town on a sharp rail; at any 
rate, such is their pious ambition. 


For the next few months and 
longer action bids fair to become 
lively along the Chicago hardware 
sector. These militant merchants, 
apparently, have thrown overboard 
whatever passivity any of them may 
have formerly indulged. They are 
on the march, with no mercy in 
their hearts for Gen. Augustus H. 
Gloom and his pessimistic cohorts. 


The association has enlisted the 
merchandising personnel of the 
Chicago Elevated Advertising Co., 
directed by Thomas L. Lenehan, 
who has a rich background of 
newspaper ex- 
perience and as 
clear a picture 
of the _ public 
mind as the next 
one. His aides 
are E. C. Steis- 
kal, assistant 
director, W. R. 
Christmann, re- 
search execu- 
tive, together 
with a large and 
competent staff. 


How does the 
plan work? This 
way: 





Car cards col- 
orfully present- 
ing the neigh- 
borhood _hard- 


ware service 
idea are to ap- 
pear in thou- 


sands of elevated, suburban and mo- 
tor coaches. On the tenable theory 
that “riders are readers,” this mes- 
sage, suitably altered from time to 
time, but sustaining the same 
neighborly hardware note, will, by 
the force of pleasingly varied repe- 
tition, be driven into the conscious- 
ness of hundreds of thousands of 
select customers and potential cus- 
tomers daily. Tying in with this 
car card is the attractive “Hello 
Neighbor!” glass sign to be 
mounted in the window of every 
member of the Chicago Retail 
Hardware Association. 


Secretary Amis of the C. R. H. A. 
says: “Not to my knowledge have 
we ever had a better opportunity to 
do something for ourselves. Our 
radio campaign was a success and 


- For Quality Merchandise 
_and Dependable Service 
at Low Cost. 


Wi ikol Koma ele 
see 


we intend that our ‘riders-are- 
readers’ effort shall carry on the 
work begun over the air. 


“Our members have more of the 
fighting spirit than they have had 
for a good many weeks and there 
is no reason why the hardware 
business in the Chicago area 
shouldn’t be greatly stimulated. 
Criticism of the plan is so small 
as to be negligible. Everybody 
seems to be for it.” 


Besides President Dressel and 
Secretary Amis, these are the men 
now steering the Chicago associa- 
tion: William H. Hishon, vice-pres- 
ident; Oscar Fisher, chairman of 
the board; James Byrne, I. B.. 
Meyer, Richard Hesse, Frank Ko- 
zelka, Bruno Poch and L. W. 
Fischer, directors. 
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Casual Remarks On Sales Conventions 
by Saunders Norvell 


OW all over the country in all lines, district 
sales managers and salesmen are returning 
to headquarters for conventions and sales 
meetings. Yep! I guess the sales “head” is 

just a little smaller this year than last. The sales 
“chest” is not being pushed out quite so far as in recent 
years. On the other hand, the boys working on a regu- 
lar salary that has been pushed up by good sales in the 
past, have a good deal to be thankful for. Some of the 
boys, however, who have been working on commission 
are not quite so cheerful. Officials of organizations, 
heads of departments, sales managers, etc., who have 
regular, stated salaries, also should be thankful. It does 
seem just a little hard that the fellow who works in the 
factory should either lose his job or have his hours 
cut down at his own expense, while these others draw 
their salaries regularly. Justice would seem to indicate 
that there should be an adjustment all down the line. 
The piece worker in the factory is a good deal like the 
salesman on commission. No sales—no commissions. 
No work—no wages. 


Of course, the moral of all this comes, as morals 
usually do, when it is too late. It is like the fellow 
about to be hanged, who, when he was asked if he had 
any remarks to make, replied: “This will surely be a 
lesson to me.” With the business world adjusted to its 
present basis, such situations are going to develop 
every few years. There have been seven business 
panics in the last forty years. A study of these panics 
indicates their regular recurrence. These regular de- 
pressions, of course, are simply the result of bad think- 
ing and bad business practices. In a large measure 
they can be cured, and the cure is so simple that one 
seems foolish to mention it. In good times, when he 
is making money, the individual by self-sacrifice should 
save his money, build up a surplus, invest it carefully 
and be ready for a bad year about once in every seven 
years. The same thing is true of a corporation. They 
should not put all of their surplus into expansion— 
more bricks, more machinery, more buildings. They 
should keep their surplus liquid and be ready to pass 
through one bad year in every seven. We know that 
this could not be done with all individuals and with all 
businesses, but if the majority of the individuals and 
the majority of the corporations would follow this plan, 
we would never have a major depression, although, of 
course, on account of conditions beyond anyone’s con- 
trol the amount of prosperity from year to year might 
vary. 


I can remember real estate booms in the early days of 
the West. A town would start booming. Lots would 
be bought at higher and higher prices. Now, of course, 
everybody knew that some day the boom would burst. 
Everybody knew that the fellow who owned the real 
estate last would get stung, but it was a strange thing 
that no one ever thought he would be that last fellow. 


It is a fine thing most of the time that all of us think 
we are so smart, but we have to pay for this high 
opinion of ourselves often by sudden and unexpected 
shocks. We find ourselves holding the real estate after 
the boom has collapsed, with possibly a mortgage and 
a request from the bankers to call and pay up. 


Thinking of sales conventions reminds me of one 
at which the late H. M. Finch of Austin, Tex., was the 
dean of the salesmen present. Mr. Finch in those days 
wore a slouch hat and a Prince Albert coat. He looked 
like a preacher. At a banquet held during this sales 
convention, when Mr. Finch was introduced by the 
toastmaster, he remarked that he owed his present 
position of honor to the fact that he was the oldest man 
in the room, the oldest salesman for his house, and 
had traveled in the one territory in Texas for the 
longest time. Then he said that seeing the large 
number of young salesmen present he proposed to 
select as the text for his remarks Deuteronomy 13-7, 
which, being interpreted from the original Hebrew 
read: “It is fine to fly, but.it is hell to light.” That was 
a great talk. It was years ago, but I can see Mr. 
Finch at the head of the table talking to the boys, just 
as clearly as if it were yesterday. He also used another 
text, which he referred to frequently, and this was “A 
fool and his money are soon parted.” Mr. Finch has 
passed to his reward. He travels no more. He is only 
remembered by a passing generation, but his remarks 
would be just as pertinent now as they were then. 
However, the new generation of young salesmen are 
learning their lessons and most of them unfortunately 
will learn their most bitter lessons only in the hard 
school of experience. As Kipling said in addressing 
some boys of his alma mater: “The old take their 
revenge on the young by preaching at them.” 


What should be the atmosphere of the ideal annual 
sales meeting? About some sales meetings there is 
entirely too much “Pollyanna,” too much grasping you 
hard by the hand and looking you straight in the eye, 
too many compliments, the passing of too many bou- 
quets. In other words, a mushy sales meeting where 
everybody, from the president down, throws the “bull.” 
Then there is the other “cheerful” sales meeting, where 
everything that the poor salesman has done wrong 
throughout the past year is carefully tabulated, and 
then for the benefit of the other salesmen this poor 
human being is put on the griddle and his shortcomings 
and failings served up for the edification of all present. 
Such meetings are pleasant to attend. The sales man- 
ager, in turn, flays and roasts everybody present. Noth- 
ing good ever comes out of any such meeting. I very 
much dislike the first kind of meeting mentioned, but 
I think I prefer it to the second kind. 


The ideal meeting, in my opinion, is a happy medium 
between the two. An atmosphere of friendship, good- 
will and brotherhood, without too much of that Polly- 
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anna stuff. A few criticisms here and there, just for 
spice in the sales sauce. My old boss used to say: 
“Molasses and vinegar. Not too much molasses and 
not too much vinegar,” and then he would add with a 
smile and a twinkle of the eye, “but molasses always 
catches more flies than vinegar.” 


The art of handling and training salesmen is to get 
the best results out of the average man. I never knew 
a large sales force to be composed entirely of geniuses. 
I would not care to handle such a sales force. It would 
be a difficult job. Genius and insanity are too closely 
allied. A genius is always erratic. He is hard to 
handle. He usually has a “prima donna” temperament. 
Actually the best results in selling are obtained from 
the average man well managed. 


I have just attended what I consider a remarkable 
sales meeting. The salesmen present were not geniuses 
but they were attentive, sober and earnest men. They 
wanted information. They asked intelligent questions. 
They had notebooks and made memoranda of the things 
that they wished to use in their future work. These 
men attended six days of this convention. Frequently, 
at the end of the day, it was hard to get them to stop. 
Then after dinner they adjourned to their rooms, 
smoked and talked over the day’s discussions. This 
convention was held in a large city. There were many 
outside attractions, but not a salesman was late for a 
single meeting. Not one was taken sick, not one of 
them was sleepy and all of them were clear-eyed. Well, 
all I can say is that in other days, say a generation 
ago, I have attended other sales meetings and the results 
were very different. Therefore, in my case, even if I 
am becoming autumnal, I believe the present sales meet- 
ings are far better managed and are far more interest- 
ing than the old ones. Today salesmen are given the 
facts about the business, and these facts are presented 
in the most interesting manner. 


At the recent sales convention to which I refer verbal 
instructions and discussions were backed up in almost 
every instance by samples of goods, by pictures and by 
charts. In this way, the points made were not only 
fixed through the ear, but through the eye as well. It isa 
well-known fact to all teachers that impressions through 
the eye are more efficient and more lasting than im- 
pressions taken through the ear. No sales meeting 
can be efficiently managed without a blackboard, pic- 
tures and charts. Straight talking, especially when the 
talk is long, becomes tiresome. The attention of the 
listener is diverted. A study in attention indicates 
that people listen not steadily but intermittently. In 
other words, one second, attention and the next second, 
the mind is on something else. Very few speakers 
have the ability to absolutely hold the attention. The 
attention is held better when the speaking is rein- 
forced with something in the way of a picture or a 
chart, or a blackboard demonstration to interest the 
eye as well as the ear. 


At this convention I have just attended one salesman, 
with a deep sigh of relief, remarked: “This has been a 
tough year. I came here expecting that I would be 
hauled over the coals. It has been a great relief to me 
to find that the people here at headquarters fully un- 
derstand conditions as they exist and haven’t blamed 


the salesmen for everything that has gone wrong, nor 
have they told the salesmen that in the coming year 
everything depends entirely and exclusively on their 
energy and ability as high-powered salesmen.” 


Another thing that impressed me at this convention 
was the point that was brought out by one of the 
speakers, that the American people had got into the 
habit of looking at everything from the standpoint of 
mass production. By this he meant not only mass pro- 
duction of merchandise but mass thinking. “Now,” 
said this speaker, “the average mass thinking American 
citizen thinks that the recent depression has been just 
the same all over the United States, and has affected 
every community, every individual, and every line of 
business in about the same proportion.” The facts 
brought out at this convention indicate clearly that 
such is not the case. Some parts of the United States 
have even had good business throughout the year 1930. 
In other parts, business has been fair, while unfor- 
tunately, in other parts, business has been very bad. 
But business has not been all alike everywhere. One 
large district of the house giving this sales convention 
actually showed a substantial increase in sales in 1930 
over 1929. The reasons for this increase were pointed 
out. In the first place, this territory was riot affected 
by the drought, and in the next place, on account of 
certain changes in selling plans that were adopted a 
year ago the selling work was more efficiently done. 
Then, again, it was shown that there was a vast dif- 
ference in the way that various lines of goods were 
affected by the depression. In many lines, as shown 
by reports, there was an actual increase in business, 
while, of course, in other lines there were large de- 
creases. The point was made, however, that all lines 
didn’t go wrong in 1930. 


This convention made a very clear, keen analysis of 
last year’s business. In looking forward into 1931 plans 
were laid to correct mistakes made in the past, to lay 
out sales plans with greater care and attention to 
detail and to take advantage of every favorable situa- 
tion to the utmost. ,The house giving this convention 
has been successful in their business for many years. 
They have stood up through good times and bad. Their 
policies have always been clearly worked out. After 
sitting in their meeting and noting the intelligence 
with which they met every problem, I could easily un- 
derstand why this organization has been successful. 
There was no attempt whatever to belittle unfavorable 
conditions. There was no attempt to develop any high- 
powered sales tactics on the part of their men. What 
interested me was that every subject discussed was 
handled with all the cards on the table—good cards and 
poor cards—but all carefully considered. The keynote 
of this convention was “following through.” In other 
words, following the sale through from the factory to 
the jobber, from the jobber to the retailer, and from the 
retailer to the consumer, and in this campaign not only 
selling ability but advertising ability was given special 
attention. 


It appeared to me that such a convention as this would 
be especially valuable to the executives and the heads of 
the business who were there to listen to the frank and 
outspoken comments of their own representatives. 
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PECIAL salesmen, on a 
Straight Commission or a 
commission and drawing ac- 
count, have been found to 
produce the best results for 
the Spoerl Hardware Co., 
Hamilton, Ohio. 


Not more than two salesmen 
are employed by the store— 
usually one. 


ke 
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Spoerl’s have a factory- 
trained man available at all 
times. Free service is pro- 
vided for one year — after 
that an hourly charge is 
made. 

New buildings and those 
being planned are prospects 
cultivated by Spoerl’s. Sales 
work begins with the blue 
prints in many cases. 
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Houses displaying ice cards 
are a constant invitation to 
Spoer! salesmen. 


me * 


Most sales are made for cash 
within 60 days. 
































HOw ELECTRIC 
Added $20,000 


IVE years ago, the Spoerl Hardware Co., Hamilton, 
Ohio, started handling electric refrigerators. For the 
past two years, the line has increased the store’s 
annual aggregate volume by approximately $20,000. 
This attainment has placed the store in one of the foremost 
positions as a supplier of electrical refrigeration to the 45,000 
residents of Hamilton. However, this accomplishment only 
became a realty after considerable well planned and energetic 
sales effort had been made. In fact, during the first two years, 
the line was hardly on a paying basis, but returns since, and a 
bright future, have justified the early effort and expense. 
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Average sales of electrical refrig- 

erators run from $350 to $400. 

This impressive display by Spoerl, 

of ‘Hamilton, Ohio, helps toward 
that result. 


EFRIGERATORS 


to Spoerl’s Volume 


Martin Spoerl, who has charge of the firm’s very 
complete electrical department, declares that business 
in electric refrigerators during the winter months is 
better than most dealers, inexperienced in merchan- 
dising the line, would naturally expect. Contrary to 
the fairly general opinion that the summer months 
are the only active months for selling refrigerators, 
Mr. Spoerl says that the demand is almost as good 
during the winter months. To some extent this is 
attributed to the fact that many houses and apart- 
ments are finished in the fall for winter occupancy. 


In Mr. Spoerl’s estimation hard- 
ware dealers who pass up electrical 
refrigeration simply because some 
other merchant in town has the 
franchise for a popular make are 
making a big mistake. It is his be- 
lief that there are enough good 
makes of electric refrigerators be- 
ing produced to enable any hard- 
ware merchant to go into the elec- 
trical refrigeration business, pro- 
vided that he will do a real job of 
merchandising the line. One of the 
first things to be learned from the 
experience of the Spoerl Hardware 
Co. is that the dealer should not 
expect to make an immediate suc- 
cess with the line, but should ag- 
gressively work toward the objec- 
tive of firmly establishing the line 
of his choice in his community 
within two years’ time. While the 
public utility company of Hamilton 
does not sell electrical refrigera- 
tion, the store is in competition 
with several independent and chain 
store merchandisers of the line and 
as might be surmised, they only 
get the business they go after. As 
an indication of the effectiveness of 
their selling efforts, it is interest- 
ing to know that there are more 
electric refrigerators of the make 
sold by Spoerl’s in Hamilton than 
any other. Nearly 500 units sold 
by them are in service. 


Special salesmen, compensated on 
a straight commission or a commis- 
sion and drawing account, have 
been found to produce the best re- 
sults for the firm. In this regard 
Mr. Spoerl cautioned against hav- 
ing too many salesmen representing 
the store in the interest of harmony 
as well as profits. Not more than 
two refrigerator salesmen are em- 
ployed by the store and as a rule 
only one man is engaged in selling 
the line except during the busy sea- 
son. An effort is always made to 
sell a high grade box and as a re- 


sult of this practice, the average sale ranges from $350 
to $400. Occasional commercial installations in hotels, 
butcher shops, grocery stores, hospitals, etc., involve 
much larger sums, although the firm’s discount on com- 
mercial installations is less than the discount provided; 
on units for the home. As the number of units in service 
in Hamilton is sufficient to keep one service man busy 
throughout the year, Spoerl’s have a factory trained 
man available at all times. Free service is provided for 
one year period. After the first year, an hourly charge 
(Continued on page 60) 
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Opposing | egal Opinion 


Proposed Bill Is Not a Due Remedial 
Law Against Price Cutting 


By CHARLES WESLEY DUNN 
Of the New York Bar 


AM very glad to explain my po- 
sition upon resale price legisla- 
tion, in general, and the Capper- 
Kelly Bill (legalizing resale price 
fixing contracts), in particular. 
In doing so I speak in my per- 
sonal professional capacity and 
not as counsel for the grocery manu- 
facturers’ association. It has not yet 
taken a position upon the Bill. And 
what I say is intended only to ex- 
press my own opinion as a contribu- 
tion to the constructive discussion of 
an important trade and public ques- 
tion. 

My position upon resale price leg- 
islation in general is now what it 
has always been. I am unqualifiedly 
opposed to unfair resale price cut- 
ting. This because such price cut- 
ting is inherently immoral and un- 
economic; because it is detrimental to 
the welfare and future of the manu- 
facturer of trademarked merchan- 
dise; because it is especially inju- 
rious to the small retailer who is 
otherwise positioned to maintain a 
permanent economic place in distri- 
bution by the exercise of requisite 
merchandising efficiency. I believe 
that the manufacturer should pro- 
tect himself and his dealers from un- 
fair price cutting in the resale of 
his trademarked merchandise to the 
extent he is permitted and may prop- 
erly do so, and that he is neglectful 
of his own welfare and his distribu- 
tion responsibility if he does not do 
so. I believe that both manufactur- 
ers and dealers should be protected 
from unfair resale price cutting by 
due remedial legislation, and that such 
legislation is justified in fact and ex- 
pressive of a sound public policy. In 
stating this last belief I must add 
that, however important and effective 
such legislation may be, it is at best 
but a partial remedy and not an ab- 
solute one. The only absolute remedy 
is the fair and economic conduct of 


business, which is a matter of indi- 
vidual achievement and trade educa- 
tion. I believe that due legislation is 
both Federal and State legislation of 
the kind. Manifestly Federal legis- 
lation alone is insufficient, because it 
is limited to interstate commerce. 

My position upon the Capper-Kelly 
Bill is this: I believe that it is not 
due remedial legislation against un- 
fair resale price cutting because (1) 
it is not confined to such price cut- 
ting and its prevention, but broadly 
empowers the prevention of any price 
reduction and the suppression of all 
price competition in the resale of mer- 
chandise bearing the manufacturer’s 
trademark; (2) it does not contain 
the comprehensive statutory remedy 
for such price cutting indicated and 
available in the circumstances. Both 
objections go to the form of the bill 
and not to its practical remedial pur- 
pose, with which I am in‘accord. The 
first objection is a fundamental one 
of principle and public policy, and it 
makes the bill inherently and wholly 
unacceptable as proper legislation 
upon the subject. The second objec- 
tion is directed to point out the lim- 
ited remedial character of the bill and 
to secure a comprehensive remedial 
law. And in making it I outline such 
a law for Federal and State enact- 
ment. That the bill is subject to both 
objections is established by its ex- 
amination. 

The title of the Capper-Kelly Bill 
reads: “A Bill to protect trademark 
owners, distributors and the public 
against injurious and uneconomic 
practices in the distribution of arti- 
cles of standard quality under a dis- 
tinguishing trademark, brand or 
name.” This title is inaccurate in 
two respects. In the first place it 
represents that the bill deals only with 
articles of standard quality. The fact 
is that it applies to all articles of 
commerce which bear the stated mark, 


Charles Wesley Dunn has a 
keen appreciation of the 
economics of distribution. A 
prominent member of the 
New York Bar, and general 
counsel for important trade 
bodies, his personal inter- 
pretation of legislation af- 
fecting all channels of 
distribution, such as the bill 
in question is important. 


brand or name, whether they are of 
standard quality or not. In the sec- 
ond place it represents that the bill 
runs in favor of all trademark own- 
ers and applies to articles bearing the 
mark, brand or name of anyone. The 
fact is that it applies only to articles 
bearing the mark, brand or name of 
the producer. 

The bill contains four short sec- 
tions. Section 1 proposes the sub- 
stantive law to be enacted; Sections 
2 and 3 limit its application; and Sec- 
tion 4 establishes definitions. 

Section 1 broadly declares “that 
no contract relating to the sale of 
a commodity Which bears (or the la- 
bel or container of which bears) the 
trademark, brand or trade-name of 
the producer of such commodity, and 
which is in fair and open competi- 
tion with commodities of the same 
general class produced by others, shall 
be deemed to be unlawful, as against 
the public policy of the United States 
or in restraint of interstate or for- 
eign commerce or in violtaion of any 
statute of the United States, by rea- 
son of any agreement contained in 
such contract that the vendee will 
not resell such commodity except at 
the price stipulated by the vendor.” 
The term “producer” is defined by 
Section 4 to mean grower, packer, 
maker, manufacturer, or publisher; 
the term “commodity” is defined to 
mean any subject of commerce. 

In short, Section 1 validates a re- 
sale price contract, within the limita- 
tions stated; and upon its enactment 
the manufacturer will be free to make 
such a contract, whether oral or writ- 
ten, express or implied, formal or in- 

(Continued on page 40) 
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Crichton Clarke, counsel for 
the American Fair Trade 
Association, is probably the 
best known proponent of 
the Capper-Kelly Bill. He 
has championed the measure 
for many years. The organ- 
ization he represents is one 
of its most active sponsors. 


VERY situation in life, every 
work of art, every problem 
in ethics, and every proposed 
piece of legislation, such as 
the Capper-Kelly Fair Trade 
Bill, carry in it a mixture of 
elements, some desirable and 
some perhaps undesirable, and in ap- 
proaching all of these it is the part 
of wisdom to look always for the 
prime consideration, the leading mo- 
tif or the dominant factor. 

The dominant factor in the Capper- 
Kelly Bill is plain beyond all denial, 
and it ought to be so important as to 
outweigh all other considerations. This 
dominant Capper-Kelly factor is that, 
whereas the United States Supreme 
Court in 1911, in the case of Miles 
vs. Park, declared that a contract be- 
tween the vendor and the vendee of 
a trademarked or branded article was 
unlawful, against the public policy of 
the United States and in restraint 
of interstate commerce, and in vio- 
lation of the Sherman Act, the Con- 
gress of the United States in enact- 
ing the Capper-Kelly Bill proposes to 
declare that such a contract shall no 
longer be deemed to be unlawful, or 
against public policy, or in restraint 
of trade, or in violation of any stat- 
ute of the United States. 

In the face of the apparent inten- 
tion of Congress to make that mo- 
mentous declaration and to reverse the 
policy of law, as declared by the Fed- 
eral Supreme Court, all other consid- 
erations pale into insignificance, and 
no one who sincerely desires to stop 
the practice of predatory price cut- 
ting, insofar as contracts can stop it, 
should attempt to discourage Congress 
from acting now and seek to divert it 
to an entirely new line of legislation 
which would require many more years 


1 | on the or ill 


Congressional Approval of Retail Price 
Contracts the Dominant Factor 


By CRICHTON CLARKE, LL.D. 


Counsel for American Fair Trade Association 


of delay and might never be enacted 
into law. 

Our courts do not frown upon re- 
tail price control. They recognize and 
have held in various cases that the 
manufacturer may control the retail 
prices of his products in sevetal ef- 
fective but expensive ways; first, by 
establishing manufacturers’ chain 
stores, as the shoe distributors have 
done; second, by consigning the goods 
to the retail trade for sale at con- 
trolled prices, as the electric bulb pro- 
ducers have done; and thirdly, by 
eliminating the wholesaler, selling di- 
rect to the retailer and refusing to do 
business with price cutters, as a num- 
ber of specialty manufacturers have 
done. 

By enacting the Capper-Kelly Bill, 
Congress proposes to establish a 
fourth lawful method for eliminating 
price cutting, namely, by legalizing 
contracts between the various vendors 
and vendees who handle the branded 
products from producer to consumer. 

If other people wish to persuade 
Congress that it should also declare 
that predatory price cutting is an un- 
fair method of competition, they are 
free to do so. Such legislation would 
in no way conflict with the use of 
legalized retail price contracts. It 
would, however, be indefinite and in- 
effective, in my opinion. It would 
seek to make a distinction between 
“good” price cutting and “bad” price 
cutting, whereas the manufacturers 
and the retailers whose businesses are 
hurt by price cutting are not inter- 
ested as to whether the price cutter 
cuts from good motives or bad mo- 
tives. The injury to the retailers and 
producers is just the same in one case 
as the other, and for this reason the 
proposal that Congress should now 
be requested, on the eve of a vote, to 
cast the Capper-Kelly Bill into the 
waste basket and to take up the con- 
sideration of a bill declaring that 


predatory price cutting (whatever 
that may mean in actual practice) is 
an unfair method of competition, can 
only be advanced in our opinion as 
as indirect attempt to defeat the 
Capper-Kelly Bill and generally to 
draw a herring across the trail. 

The Capper-Kelly Bill does not 
make any distinction between pro- 
ducer vendors or wholesaler vendors 
or jobber vendors. It specifies in 
terms that if a commodity bears a 
trademark, then any vendor may 
make a contract lawfully with any 
vendee as to the resale price thereof. 
After Congress declares that such 
contracts are no longer against pub- 
lic policy, there is no danger that the 
Courts will condemn such contracts 
as against public policy merely be- 
cause they include three parties, such 
as the producer, the wholesaler and 
fetailer, rather than merely two 
parties. 

In the case of Miles vs. Park, the 
Supreme Court declared that a re- 
sale price contract was invalid and 
unenforceable. Congress proposes, by 
the Capper-Kelly Bill, to declare that 
such a contract is valid, enforceable 
and not opposed to public policy. 

Now, if Congress intended to limit 
this legalization to a single resale 
price contract, it would be forced to 
include in the Capper-Kelly Bill a 
statement that the legalization of a 
contract between a producer vendor 
and a wholesaler vendee was not to 
be construed as also legalizing a con- 
tract between the wholesaler vendor 
and the retail vendee. Where a sin- 
gle contract is declared by the Courts 
to be invalid, and when the Congress 
declares subsequently that that single 
contract shall hereafter be deemed 
valid and enforceable, the trade may 
not only make one such contract, but 
any number of them that are neces- 
sary to effect retail price control. 
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which it is the aim of the Capper- 
Kelly Bill to bring about. 

It is also clear under existing law 
that the manufacturer may always 
refuse to sell the wholesaler with or 
without reason, and he may certainly 
refuse to sell his goods to any whole- 
saler who in turn does not contract 
under the Capper-Kelly Bill with his 
retailers as to the retail price at which 
the goods are to be sold. 

The passage of the Capper-Kelly 
Bill will be a declaration of public 
policy by Congress recognizing the 
economic soundness of resale price 
control by producers of trademarked 
-and branded merchandise which every 
court and governmental agency will 
be compelled to heed. It will be a 
reversal of the law as interpreted in 
the Dr. Miles case and will justify 
legally the so-called cooperative meth- 
eds prohibited in the Beechnut case. 
It has been repeatedly stated by the 
bill’s sponsors that in their opinion, 
in a comparatively short time after 
the passage of the Act, no contracts 


as provided in the Capper-Kelly Bill 
will be necessary, for the reason that 
the courts will promptly grant injunc- 
tive relief directly this declaration of 
public policy by Congress is under- 
stood by the judiciary of the land. 

The large value of the Capper-Kelly 
Bill is that it contains a declaration 
by Congress that retail price contracts 
are not against public policy. We be- 
lieve that Congress is about to make 
that declaration. It should be ac- 
cepted gladly. Anyone who suggests 
that Congress should be diverted from 
making that declaration, in the hope 
that in two or three years from now 
a different kind of remedial law may 
be procured, is not a wise counselor. 

After the Capper-Kelly legislation 
shall be in effect, it will be much 
easier to go back to Congress and 
ask for an amendment thereof than 
it will be to procure original legisla- 
tion after this bill should have been 
abandoned by its friends on the eve 
of Congressional action. 


The Capper-Kelly Bill is a great 
step in the right direction. Its en- 
actment would put the point of a 
wedge into the price cutting situation. 
If it should prove in practice that 
further legislation was desirable, it 
would be relatively easy to drive the 
wedge further home. 

Let all those who believe in fair 
competition and who are real foes of 
price cutting, whether it be done for 
predatory or allegedly benevolent mo- 
tives, line up behind Congress in a 
solid demand that it shall immediate- 
ly declare that contracts for the con- 
trol of retail prices on branded arti- 
cles are not unlawful contracts and 
that they are not against public pol- 
icy or in violation of any statute of 
the United States. That should be 
our dominant determination at this 
time, and we should not permit our 
councils to be confused by any eleventh 
hour suggestions which, whether made 
from good or bad motives, are noth- 
ing less than defeatists’ proposals. 





Charles Wesley Dunn’s Opinion 


formal. No penalty is imposed for a 
violation of the contract. To enforce 
it the manufacturer would resort to 
the Court, as in the case of any law- 
ful contract. And he could insert a 
collectable penalty for its violation. 

It is important to note the limita- 
tions of this proposed law. There is 
the limitation, first, that it is per- 
missive in character. It merely val- 
idates a resale price contract; it does 
not require the use of such a con- 
tract. Hence if it is enacted, a man- 
ufacturer will be free to make a re- 
sale price contract or not as he 
pleases. 

There is the limitation, second, that 
the law will not apply to private 
brand merchandise, not produced by 
the dealer, or legalize a resale price 
contract with respect to it. This be- 
cause it is confined to commodities 
bearing the producer’s mark, brand 
or name, and the term “producer” 
is not defined to include a dealer. 
Hence if this law is enacted the dealer 
technically will remain subject to 
criminal prosecution under the Sher- 
man Act for making such a contract 
with respect to the sale of his pri- 
vate brand merchandise made by an- 
other, in interstate commerce. This 
discrimination between a manufac- 
turer and a dealer and their brands 
is difficult to understand and raises 
a constitutional question for affirma- 
tive answer, should such prosecution 
be instituted, which is then improb- 
able. It is apparent that the retailer 
sponsors of the bill, who principally 
buy from the wholesaler, are not 
aware of this discrimination. 

There is the limitation, third, that 
the law will validate only a contract 
fixing the first resale price and will 


not validate one fixing a subsequent 
resale price. Hence it will not em- 
power a manufacturer to make a re- 
sale price contract with a retailer 
to whom he does not sell. Neither 
will it empower him to make a con- 
tract with a wholesaler directed to 
fix the retail price. Both such con- 
tracts technically will remain illegal 
and subject to criminal prosecution 
under the Sherman Act. Why a 
manufacturer is permitted contrac- 
tually to fix the immediate resale price 
and is not also permitted so to fix 
the secondary resale price is likewise 
difficult to understand, and raises a 
constitutional question for affirmative 
answer upon such a prosegution, which 
is likewise improbable. It is appar- 
ent that the retailer sponsors of this 
bill, who principally buy from the 
wholesaler, are not aware of this dis- 
tinction. 

There is the limitation, finally, that 
the law will validate no resale price 
contract unless it relates to interstate, 
as distinguished from intrastate, com- 
merce. Hence it will have no appli- 
cation if the manufacturer sells to 
a wholesaler or retailer exclusively in 
intrastate commerce, i.e., from lo- 
cal stock. It will only apply if he 
sells to the wholesaler or retailer from 
stock in another State. In view of 


Follow the Discussion 
on the Capper-Kelly 
Bill in next week’s 
issue. 


(Continued from page 88) 


the wholly permissive character of 
this Bill and the fact that its retailer 
sponsors largely, if not principally, 
buy in intrastate commerce, they are 
hardly justified in assuming or as- 
serting that its enactment will settle 
the problem of retail price cutting. 

Having defined the law proposed by 
Section 1, we will now examine the 
limitations placed upon it by Sec- 
tions 2 and 3. 

Section 3 requires scant notice. It 
merely provides that the law shall 
not be construed to legalize a price 
agreement between producers or 
wholesalers or retailers. This is but 
a precautionary disclaimer directed 
to make it clear that the law does not 
validate a price agreement between 
competitors. 

Section 2, however, requires care- 
ful notice. It first provides that any 
resale price agreement validated by 
Section 1 shall be deemed to contain 
the implied condition “that during the 
life of such agreement all purchas- 
ers from the vendor for resale at 
retail in the same city or town where 
the vendee is to resell the commodity 
shall be granted equal terms as to 
purchase and resale prices.” The 
meaning of this obscurely drawn pro- 
vision is clarified by application. Ap- 
parently it means that if a manu- 
facturer makes a resale price con- 
tract with a dealer in a city or town, 
and he sells to retailers therein, he 
must (as long as the contract is effec- 
tive) sell to them at the same price 
and upon an equal resale price basis. 
If he fails so to do the contract re- 
sumes its illegal character. 

But the purpose of this provision 
is not obscure. It is to. compel the 

(Continued on page 68) 
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Representative Cox Attacks Capper-Kelly Bill— 
Kelly Offers Spirited Defense 


Georgia Congressman Says ‘“Propagandized Wholesalers and Retailers Do Not 
Understand that Price Maintenance Provided Relates Only to First Resale Transaction 
—House Author Contends Opponent Never Realized Purpose of the Bill. 


(From Our Washington Bureau) 


\ VIGOROUS attack on the Kelly- 
Capper price bill as a manufac- 
turers’ bill was made in the 

House on Monday, Dec. 8, by Repre- 

sentative Cox, Democrat, of Georgia. 

He insisted ‘that the bill must be 

amended: before it will accomplish its 

purpose of guaranteeing a standard 
resale price of trade-marked prod- 
ucts for retail. dealers. Representa- 
tive Kelly, one of the authors of the 
measure, made emphatic denial of the 
charge of Representative Cox and de- 
clared that the bill will prevent price 
cutting on such products. He said 
that it is still hoped to get the bill on 
the floor at an early date and that at 
that time he will make a detailed re- 
ply to attacks on the bill. 
Representative Cox contended that 
under the bill as amended the manu- 
facturer, if he deals with the whole- 
saler under contract, may fix a price 


that the wholesaler may charge the 
retailer, but cannot fix the price that 
the retailer shall charge the con- 
sumer. That is, he said, the price- 
fixing power of the manufacturer is 
exhausted when he fixes the price that 
the wholesaler shall charge. To this 
proposition, he declared, the House 
author (Mr. Kelly) of the bill doubt- 
less concurred. 

“He was here and heard the state- 
ment that was made and had an op- 
portunity to dissent, but did not.” 

“Of course, that point was not im- 
mediately in question when I spoke 
to the gentleman from Georgia,” Mr. 
Kelly replied. “If the gentleman is 
interested, I would say that my in- 
terpretation of that provision is that 
this measure will legalize a contract 
between the vendor and vendee of a 
standard trade-marked article as to 
resale price. That vendor may be the 
manufacturer of the article or the 
wholesaler.” 


“Very well,” said Mr. Cox. “I say 
that he had an opportunity to dissent 
and did not, and if he concurs it com- 
pletely destroys the position that he 
has heretofore taken and renders 
wholly irrelevant most of that which 
has heretofore been said by the pro- 
ponents of the measure.” 

When Mr. Kelly said the statement 
did him an injustice, Mr. Cox dis- 
claimed any intention to misconstrue 
anything that Mr. Kelly had said. 

“The gentleman does not desire to 
do that, but I say that I never made 
such a statement as that this bill 
would not legalize a contract between 
the wholesale vendor of a_ trade- 
marked article in agreement with his 
retail buyer. I believe this bill will 
legalize such a contract.” 

Mr. Cox insisted that the fact that 
the price maintenance amendment re- 
lates only to the first transaction of 
sale is a condition that has not been 
known to the propagandized whole- 
saler and retailer. 

“Their support of the measure has 
been won upon the representation that 
the measure also permits the manu- 
facturer to project his contract to the 
extent of fixing the price that the re- 
tailer should charge the consumer, 
thereby assuring the wholesaler and 
the retailer, as they have contended 
and now believe, that some protection 


(Continued on page 61) 





Comments from Readers 


N. R. H. A. Head 
Believes Majority Favor Bill 


Pato ALTO, CAL.—Will state that I 
believe I express the opinion of the 
majority of the independent hardware 
dealers in saying that they are in favor 
of supporting, and recommend the 
passing of the Capper-Kelly bill. 

(Signed) W. B. ALLEN, 

President National Retail 
Hardware Association. 





Mr. Haugen Sent This Letter 
To Congressman Kelly 


APPLETON, W1s.—We have been fol- 
lowing with a great deal of interest 
your Capper-Kelly bill, feeling sure 
that some such legislation is positively 
necessary for the protection of our 
merchandising system. 

However, we feel that the way your 
bill now stands it will not produce the 
results expected of it. We note your 
comment on page 44 of the Dec. 11 
HARDWARE AGE where you say “The 
genuine wholesaler is willing and 
eager to cooperate with the maker, 
ete.” That is very true. The genuine 
wholesaler is doing so now and will 
continue doing so without legislation. 
But, the fellow to worry about and 
the man, as far as we can see, who is 


not affected by your bill is the weak- 
kneed jobber and dealer who is willing 
to sell his soul and jeopardize an entire 
industry for a few pennies. 

As we see it, your bill will only fur- 
ther penalize that combination of job- 
ber and dealer who is willing to main- 
tain prices and make it just that 
much easier for a combination of price 
cutters. 

Assuring you that we are one among 
many who appreciate your sincere in- 
tentions in your efforts to remedy this 
price-cutting evil, we remain, 

(Signed) K. M. HAuGEn, 
Schlafer Hardware Company. 





Would Eliminate Some 
Of Present Troubles 


CARTHAGE, Mo.—I fail to see any 
joker in the present bill. And while 
I would favor a bill to permit the man- 
ufacturer to control the price through 
any or all agencies to the consumer if 
such a bill could be passed, I believe 
the bill as proposed would eliminate 
some of the present trouble, and I 
can see no reason why anyone not 
wanting the privilege of using trade- 
marked loss leaders or expecting to 
benefit from this practice should op- 
pose its passage. 

(Signed) C. C. CARTER, 
N. R. H. A. Director. 


Fail to Study Laws 
Until Passed 


BROOKLYN, N. Y.—May I offer my 
compliments on your recent article in 
HARDWARE AGE regarding the Kelly- 
Capper bill now before Congress? 


Most retail merchants are so en- 
grossed in their everyday problems 
that propositions such as this receive 
scant attention from us until they are 
passed and we begin to feel their ef- 
fects. The retail trade is most for- 
tunate to have some one like yourself, 
who has the facilities at hand, to make 
a fair and complete analysis of this bill 
and enlighten us, that what we have 
been striving for during the past ten 
years is now offered to us in such form 
that it will only further restrict the 
fair dealing retailer in his battle with 
the cut price, chain and mail order 
corporations who use nationally ad- 
vertised merchandise as bait to sell 
their other inferior goods. 


More power to yourself and HArRpD- 
WARE AGE, and I am sure that every 
thinking retailer who read your ar- 
ticle will second this motion. 


(Signed) Epw. F. DAILY, 
E. F. Daily, Inc. 
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ANY retail as well as wholesale hardware 
establishments are augmenting their profits 
in a substantial manner by satisfying the 
vast consumer demand for midget radio 

sets. These minature receivers have several features 
which make them especially well adapted to hardware 
store distribution. Among the appealing points, the 
fact that this type of radio set almost qualifies as 
“packaged” merchandise, is sufficient to warrant the at- 
tention it has received in the hardware trade. A rela- 
tively high unit of sale is another attraction to hard- 
ware concerns where a large volume with profits in 
proportion is a worthwhile objective. Other factors on 
the favorable side of midget sets are as follows: Only 
a small space is necessary for either displaying or 
stocking the line. The price range has a wide appeal 
to the masses, while a brisk public demand assures a 
rapid turnover on a relatively small investment in 
stock. 


Since the advent of midget radio sets, about a year 
ago, the rage for the smaller, more compact receivers 
has steadily gained momentum until more than fifty 
manufacturers are producing them. Until this year 
large console cabinets were in vogue. The furniture 
phase was emphasized in bulky, elaborately trimmed 
examples of the cabinet maker’s art. Now the trend 
is definitely in the opposite direction, toward smaller, 
less ornate, space conserving receivers. It has been 
said, presumably upon good authority, that nearly fifty 
per cent of all radio sets sold during recent months 





were midget. The midget sets retail at prices ranging 
from $65 to $80 complete with tubes. Most midgets em- 
ploy a circuit using five tubes and all small radio sets 
selling for $80 or less are termed midgets. 


As the vogue for midget sets has tended to obviate 
the necessity of a home demonstration as well as limit- 
in the servicing, which has been necessary in mer- 
chandising the larger console séts, the hardware mer- 
chant has become even more important as a radio fac- 
tor. Hardware jobbers in some instances have been 
unable to secure enough‘ midget sets to supply the pre- 
vailing demand. 


The opinion of one wholesale hardware firm regard- 
ing midget radio is set forth in the following com- 
ments, by R. J. Swann of the Isaac Walker Hardware 
Co., Peoria, Ill. He said: “We believe that a good well- 
built midget radio set comes nearer being a satisfactory 
item for a hardware jobber to handle than any of the 
higher type console machines. 


“In a few months’ time we have sold well over one thou- 
sand of them, with total returns for service of all kinds 
amounting to not over twenty. To anyone familiar 
with the radio business as conducted by a hardware 
jobber, this was a very low percentage of returns and 
we believe that we are making more money on this 
type of radio than we have ever done in the past. It is 
our further opinion that the demand for this particu- 
lar type will grow and the demand for larger console 
types continue to fall off from now on.” 
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Hardware stores are augmenting 
their profits with radio sales. The 
popularity of the small set tells 
that 


Dealers who are dealing exclusively in radio and who 
carry a full line of larger console sets have been ad- 
monished by their trade leaders to only push midget 
radio sets as a wedge to open the way for the sale of 
a larger set. They have also been cautioned against 
displaying the small sets too prominently and mer- 
chandising them too aggressively, so that the sale of 
larger, more expensive sets will not be seriously ef- 
fected. This indication that exclusive radio outlets do 
not intend to place any special selling effort behind 
them, is another reason why hardware stores should 
handle them and merchandise them in a very aggres- 
sive manner. 


However, the hardware merchant should bear in mind 
that selling costs should not be allowed to mount to an 
excessive total. The dealer discount is smaller on 
midget sets and the income per sale is likewise less 
than on large sets. For profitable returns, it is sug- 
gested that dealers confine time sales of midget sets to 
65 per cent of the total number sold. Not less than 
15 per cent should be accepted as a down payment, 
while monthly payments should not be less than $10, 
with a time limit on the account of not to exceed six 
months. Free service should not be offered for a period 
to exceed ninety days and only then, in order to meet a 
like service offered by competitors. In the matter of 
service, a charge should be made unless the set is 
brought to the store by the customer for repairs. 


Midget radio sets have many talking points. The 
mantel type sets are public favorites because they can 


the MIDGETS Grows Apace 


be transported from one place to another, with almost 
the same ease with which a portable set can be carried. 
This feature makes the midget set a splendid receiver 
for the summer camp and for persons whose business 
entails moving from one location to another at fre- 
quent intervals. They also make an excellent second set 
in any home, being well suited for the nursery, guest 
room or servants’ quarters. In all homes of persons 
of moderate means their inexpensive price enables 
many persons to enjoy faithful reproduction of radio 
programs, who could not afford a large console set. In 
small homes and apartments, where space is always at a 
premium, they are just the thing. They also offer a 
strong appeal to those persons who have long sought 
a radio set of unobtrusive appearance. Many owners 
of large, but obsolete sets are going so far as to discard 
the consoles in favor of a mantel or consolette midget, 
which provides better reception and is far less con- 
spicuous. 


Some radio authorities have expressed the opinion 
that the rage for midget sets will wane when prosperity 
returns, while others believe the trend for small sets 
has a more permanent tendency. Those expressing the 
latter viewpoint declare that finer cabinets and improve- 
ments may make the midget sets of the future more 
expensive than those now in popular demand, but ex- 
press the firm conviction that large consoles have had 


their heyday. 
(Continued on page 66) 





Executive 
Changes, Mecet- 
ings, Current 
Events in the 











News ,.. Week 





News of 
Manufacturers 
Jobbers and 
Retailers 

















HARDWARE AGE FOR 


DECEMBER 25, 1930 








ALLEN IS COMMERCIAL 
Vv. P. OF WESTINGHOUSE 


Claxton E. Allen, who has 
been manager of the southwest- 
ern district of the Westinghouse 
Electric & Mfg. Co., East Pitts- 
burgh, Pa., with headquarters at 
St. Louis, Mo., has been elected 
a commercial vice-president of 
that company, reporting to W. 
S. Rugg, vice-president in 
charge of sales. Mr. Allen’s 
duties of coordination will ex- 
tend over the domestic appliance 
division and other divisions 
serving the household markets, 
such as refrigeration, radio and 
also the jobbing outlets. His 
headquarters will be at East 
Pittsburgh. 

Mr. Allen has been associated 
with the Westinghouse company 
since 1909, serving first as head 
of the transformer division of 
the detail and supply depart- 
ment. Three years later he be- 
came assistant manager of the 
department. In 1915 he was at- 
tached to the sales department 
in the New York office, and 
shortly afterward was made 
manager of the supply division 
and central station division in 
Chicago, Ill. He was made 
manager of the St. Louis dis- 
trict office in 1922. 


FRED POWELL PASSES 


Fred Powell, senior partner, 
Fred Powell & Son, Mt. Mor- 
ris, Mich., hardware and fur- 
niture dealers, died in that city 
Dec. 10 at the age of 67. He 
was a pioneer in the hardware 
business in Michigan, having 
opened a store in Beaverton, 
Mich., in 1896. Later he moved 
to Gladwin, Mich., where he 
remained in business 19 years. 
In 1921 he moved to Mt. Mor- 
ris, where he and his son opened 
the present business. Mrs. 
Powell and a son will continue 
the business. 


GOULDS PUMPS EXHIBITS 
AT 1931 FARM SHOWS 


J. B. Trotman, manager, 
Philadelphia, Pa., office, Goulds 
Pumps, Inc., Seneca Falls, 
N. Y., has announced that the 
company will have a showing 
of pumps for irrigation and 
farm water systems at the 





Pennsylvania Farm Show, Har- 
risburg, Pa, Jan. 19 to 23. 
There will also be an exhibition 
by Goulds at the Trenton Farm 
Products & Equipment Show, 
Trenton, N. J., Jan. 27 to 30. 
Goulds’ exhibit will include a 
liberal showing of shallow and 
deep well pumps and water sys- 
tems, small centrifugal pumps 
for generating water supply and 
other pumping uses, deep well 
cylinders, rotary pumps and 
cellar drainers. 


INTERNATIONAL CARTEL 
FORMED BY EUROPEAN 
HARDWARE PRODUCERS 
(From Our Washington Bureau) 

A new international cartel 
has been formed by European 
hardware manufacturers, ac- 
cording to advices received from 
Assistant Trade Commissioner 
Thomas’ Butts, Paris. All 
European countries, except 
three, have adhered to the cartel 
and it is hoped that the remain- 
ing three will join shortly. The 
objects of the cartel are said 
to be the exchange of statistics 
and information; the study of 
all economic questions affecting 
the hardware industry and im- 
provement of relations between 
producers and retailers. 

Each participating country 
has appointed three delegates to 
form a committee. In 1931, the 
annual meeting will be held at 
The Hague and in 1932 at 
Vienna. 


FRANCIS H. RICHARDS 
RECEIVES GOLD MEDAL 


Francis H. Richards, for 
many years consulting engineer 
with the Pratt & Whitney Co., 
Hartford, Conn., and the Stan- 
ley Rule & Level Co., New 
Britain, Conn., was presented a 
gold medal by Calvin W. Rice 
and Maxwell C. Maxwell on 
behalf of the American Society 
of Mechanical Engineers on 
Dec. 10 at the Hotel Davenport, 
Stamford, Conn. The presenta- 
tion was in recognition of Mr. 
Richards’s accomplishments as 
an inventor and of his 50 years 
of membership in the society, of 
which he was one of the found- 
ers. He is 80 years old. 





as 


G. W. DAY, SALES MGR. 
OF THE PAINE CO. 


George W. Day-was recently 
appointed as sales and adver- 
tising manager, The Paine Co., 
2955 Chicago, 


Carroll Ave., 


GEORGE W. DAY 


Ill., manufacturers of electrical, 
plumbing and hardware special- 
ties. He was for the past 4% 
years manager of the home 
ventilating department of the 
American Blower Co., Detroit, 
Mich., and is well known to 
electrical and hardware whole- 
sale distributors, throughout the 
countyy. Mr. Day will continue 
the 100 per cent jobber policy 
that has been in effect for over 
ten years. 


W. S. INGRAHAM DIES 


William S. Ingraham, 73, for 
nearly forty years treasurer and 
general manager of the E, In- 
graham Co., clock manufactur- 
ers in Bristol, Conn., died at his 
home in that city, Dec. 14, fol- 
lowing an illness of several 
weeks. He left college to join 
his father Edward and grand- 
father Elias Ingraham, more 
than fifty years ago in the 
clock business. The latter was 
treasurer and general manager 
of the company for  thirty- 
eight years. 

In addition to his manufac- 
turing activities he was a di- 
rector of the Bristol American 
Bank & Trust Co., director and 
first vice president, Bristol Sav- 
ings Bank, director and incor- 





porator, Bristol Hospital, di- 
rector, Bristol Realty Co. and 
a director of Bristol Brass Co. 
and American Silver Co. 


FELTON HEADS EXEC. 
COMMITTEE, SAVE THE 
SURFACE CAMPAIGN 


E. T. Trigg, chairman, edu- 
cational bureau, Save the Sur- 
face Campaign, 18 E. 41st St., 
New York City, has announced 
the appointment of Horace S. 
Felton, vice-president, Felton- 
Sibley & Co., Inc., Philadelphia, 
Pa., as chairman of the execu- 
tive committee of the campaign. 
He succeeds the late A. D. 
Graves. Mr. Felton’s wide ex- 
perience in promotional activi- 
ties and his long association 
with Save the Surface work 
well fit him for this important 
post. Before his appointment 
Mr. Felton was chairman of the 
trade and sales promotion sub- 


HORACE 8S. FELTON 


committee of the campaign. He 
has also served on many other 
committees in the industry, and 
is now president of the Phila- 
delphia Paint, Oil & Varnish 
Club. 

A new executive committee 
to take over the revised Save 
the Surface work, recently ap- 
proved by the reorganization 
committee, is now being se- 
lected. Mr. Felton will an- 
nounce the personnel of his new 
committee later. 
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STANDARD ELEC. STOVE 
APPOINTS DISTRIBUTORS 


Harold P. Denison, district 
representative for The Standard 
Electric Stove Co., Toledo, 
Ohio, has been assigned the 
‘territory including eastern 
Pennsylvania, New Jersey, east- 
ern New York and New Eng- 
land. Several distributors have 
been appointed by the organiza- 
tions as follows: The Rossman 
Electric Supply Co., Boston, 
Mass., for Boston district; The 
F. P. May Hardware Co., 
Washington district distribu- 
tors; Barber & Ross, Inc., 
Washington, D.C. distributors 
of apartment house and kitchen 
unit ranges and Jno. E. Gray- 
bill & Co., York, Pa., for the 
‘southeastern Pennsylvania dis- 
trict. 


WM. H. HISHON HEADS 
CHICAGO RETAILERS 


At the annual meeting of the 
Chicago Retail Hardware Asso- 
ciation held in the Hotel Sher- 
man Friday night, Dec. 13, 
William H. Hishon, Calumet 
City, Ill, was elected president, 
succeeding Charles A. Dressel, 
Oak Park, IIl., who becomes 
chairman of the board. Lionel 
W. Fischer, 6125 Northwest 
Highway, Norwood Park, was 
chosen vice-president. 

These new members of the 
board were elected: Frank 
Horky, 3753 Fullerton Avenue; 
J. D. Mandelbaum, 3430 Lin- 
coln Avenue; Herbert C. Wool- 
ley, 2937-45 Archer Avenue. 
Frank Kozelka, Richard Hesse 
and Bruno Poch, incumbent, 
complete the membership of the 
board. 

For a number of years Mr. 
Hishon has been active in the 
work of the Chicago associa- 
tion. He became a retail hard- 
ware merchant ten years ago. 
In 1924 he opened his present 
establishment at 248 155th 
Street, Calumet City. Mr. Dres- 
sel, retiring president, was con- 
gratulated upon the success of 
his administration and the plea- 
sant relations within the mem- 
bership which he had done so 
much to develop. Oscar Fisher, 
former chairman of the board, 
introduced the officers and di- 
rectors. 

More than three hundred 
members and their ladies at- 
tended the meeting. Secretary 
J. C. Amis reported rapid pro- 
gress on the plans for the model 
hardware store to be opened 
soon by the association on the 
fourteenth floor of the Mer- 
chandise Mart, saying that final 
arrangements would be com- 
pleted by about the middle of 
January; this store, he declared, 





would be the only one of its 
kind in the Mart, or anywhere 
else, conducted permanently by 
a hardware trade association. 





L. W. FISCHER 


Winfield H. Caslow, “The 
Main Street Crusader,” who is 
broadcasting in Chicago against 
what he calls the imperialistic 
syndicate system of business, 
addressed the meeting. “Yes,” 
he said, “prosperity is just 
around the corner—in the chain 
store. Too many of us pro- 
fess loyalty to democracy in 
government and imperialism in 
business. 

“Independent competitors 
often fight so hard among them- 
selves that they haven’t time to 
do anything else; so the chain 
stores walk of with the busi- 
ness. Only the organized re- 
tailers can do anything to help 
themselves. That dealer who 
never belonged to a trade body 
considers himself the best au- 
thority on the shortcomings of 
the associations.” 

It was suggested from the 
floor that fifty per cent of the 
membership dues derived from 
new members in the Chicago 
association be donated to Mr. 
Caslow’s cause. This was re- 
ferred to the governors. 








S. W. PARSONS RETURNS 
TO THE STANLEY WORKS 


On Dec. 15, S. W. Parsons, 
president, Skinner Chuck Co., 
New Britain, Conn., resigned 
to return to The Stanley 
Works, New Britain, Conn., to 
take charge of hardware devel- 
opment work. In 1927, after 23 
years with the company, he left 
the Stanley concern to reorgan- 
ize and develop the manufactur- 
ing efficiency of the Skinner 
organization. Mr. Parsons re- 
tains his connection with the 
Skinner organization as a mem- 
ber of its board of directors. 
At the time of Mr. Parsons’s 
resignation Arthur E. Thomp- 
son, assistant secretary, of the 





Skinner company, was appoint- 
ed factory manager. 





H. VAN BAALEN HEADS 
HARDWARE SQUARE CLUB 


At the regular meeting of 
the Hardware Square Club, No. 
675, held Dec. 16 at the Masonic 
Temple, 71 W. 23rd St., New 
York City, Herbert Van Baal- 
en was elected and installed as 
president of the club. He suc- 
ceeded Ralph S. Allen. Other 
officers for 1931 are First Vice- 
President, Morris Miller; Sec- 
ond Vice-President, George B. 
Piatt; Recording Secretary, 
Albert Westphal, Correspond- 
ing Secretary, Andrew Diehm; 
Treasurer, Louis Pfeiffer, and 
Trustee for three years, Past 
President Hermann I. Sorensen. 





TROEH IS WINCHESTER 
ARMS REPRESENTATIVE 
Edward P. Troeh joined the 
Winchester Repeating Arms 
Co., New Haven, Conn., on 
Dec. 1, as special arms repre- 





E, P. TROEH 


sentative. Mr. Troeh, who has 
been widely known among 
sportsmen, particularly trap- 
shooters, for over 30 years, will 
make his headquarters in Chi- 
cago, Ill. He will journey 
throughout the central and north 
central section of the country 
bringing the benefits of his wide 
gun experience to jobbers and 
dealers, attending trapshooting 
tournaments, demonstrating and 
meeting the individual shooters 
to give them special gun service. 

Until recently, Mr. Troeh, 
was connected with Hunter 
Arms Co., Fulton, N. Y. The 
Winchester company states that 
his broad knowledge of guns 
and his experience in both trap 
and field shooting will enable 
him to render invaluable assis- 
tance to jobbers, dealers and 
their salesmen. He will also 
help fit special custom built 
guns to individual measure- 
ments. 








TURNBULL IS VICE-PRES., 
EDISON GE APPLIANCE 


Ray W. Turnbull, for the 
past four years Pacific Coast 
district sales manager, Edison 


General Electric Appliance Co., 
Chicago, Ill., has been elected 





R. W. TURNBULL 


vice-president of that company, 


effective Jan. 1, 1931. In his 
new position he will have gén- 
eral charge of sales and adver- 
tising. For the past twenty 


years he has been identified with 
the building up of the electric 
heating appliance and electric 
range business along the West 
Coast and Pacific Northwest. 
He was prominent in industry 
activities of various types and 
was a member of the Pacific 
Coast Electric Association, ex- 
ecutive committee three years. 

Mr. Turnbull began his car- 
eer in the electrical industry in 
the West, first being with the 
Southern California Edison Co. 
A year later he joined the 
former Pacific Electric Heat- 
ing Co., Ontario, Calif., prede- 
cessor of the Hotpoint Electric 
Heating Co. In 1911 he entered 
the General Electric Co. as 
Pacific Coast heating device 
specialist. In 1917 he entered 
the Army Air Service. The 
heating device section of the 
General Electric Co. had merg- 
ed with the Hotpoint company 
in 1918, and the Hughes Elec- 
tric Heating Co. to form the 
Edison Electric Appliance Co., 
now the Edison General Elec- 
tric Appliance Co., a subsidiary 
of the General Electric Co. In 
1919 he returned to the new 
company to take charge of the 
Pacific Northwest sales. Five 
years later he became assistant 
Pacific Coast sales manager in 
charge of the northwest terri- 
tory. In 1926 he was made dis- 
trict sales manager of the 
Pacific Coast district with head- 
quarters in San Francisco. His 
new headquarters is at the head 
office, 5600 W. Taylor St., Chi- 
cago, IIl. 
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The Fair Merchandising Association, Incorporated 
Organized to Oppose Merchandising Activities of Utilities Companies 


A group of business men has 
been organized in Kansas City 
to combat the merchandising ac- 
tivities of the utility companies. 
This organization has been in- 
corporated under the name of 
The Fair Merchandising Asso- 
ciation with the following offi- 
cers: T. J. Smith, president; 
John C. Long, secretary; Ho- 
mer S. Inman, treasurer. Mr. 
Smith is the editor and pub- 
lisher of the monthly paper 
known as “So the People May 
Know.” John C. Long is a 
hardware merchant and secre- 
tary of the Kansas City Hard- 
ware Club, while Homer S. In- 
man is a member of the whole- 
sale hardware firm of Inman- 
Powell. 

The association has a mem- 





bership which includes men 
from various lines of business, 
many of whom belong to trade 
associations in their respective 
lines. Their program of activ- 
ity is to be carried on nation- 
ally, as well as locally. 

As a part of the association’s 
activities, a brief on utilities 
merchandising was prepared in 
November and submitted to 
Senator Capper, who at that 
time was having a pipe line bill 
drawn up by the Kansas Com- 
mission. This bill, which pro- 
vides for control of interstate 
gas pipe lines, was submitted to 
the United States Senate on 
Dec. 3. It is hoped by the spon- 
sors that Senator Capper will 
decide to utilize the brief in 
formulating an amendment. 





Other activities consist of a 
bill to be presented to the Kan- 
sas State Legislature in Janu- 
ary, to prohibit utilities from 
merchandising household appli- 
ances. This bill is being spon- 
sored by the municipalities of 
Kansas, some 400 in number. 


Mayer H: A. Hill of Wichita’ 


has appointed City Attorney A. 
B. Roberts to draw up the bill 
and present it to the legislature. 
It is also planned to present a 
similar bill to the Missouri 
State Legislature in January. 

While the organization at 
present covers only the States 
of Kansas, Missouri, Nebraska 
and Oklahoma, steps are being 
taken to make it national in 
scope. 





WESTINGHOUSE BUYS 
STANLEY-PATTERSON 


It is reported that Westing- 
house Electric Supply Co., dis- 
tributing subsidiary of Westing- 
house Electric & Mfg. Co., East 
Pittsburgh, Pa., will purchase 
the electrical supply distribut- 
ing business of Stanley & Pat- 
terson, Inc., New York City, 
whose sales amount to more 
than $5,000,000 annually in the 
metropolitan district of New 
York. The company’s assets 
are to be acquired for cash, 
according to the report. 

The purchase is said to be 
confined to the distributing or- 
ganization of Stanley & Pat- 
terson. The signal and radio 
manufacturing branches of the 
business are not included. 
George Patterson, president and 
principal stockholder of Stanley 
& Patterson, will retain control 
of the company, while a new 
company, the Stanley & Patter- 
son Electrical Supply Co., will 
be formed by Westinghouse to 
carry on the wholesale business 
in the metropolitan area, with 
George Anthony as president of 
the new unit. 

For more than 25 years Stan- 
ley & Patterson have been dis- 
tributing the General Electric 
Co.’s lamps in the metropolitan 
district. After acquisition of 
the Stanley & Patterson distrib- 
uting organization by Westing- 
house, the General Electric Co. 
will probably form new outlets 
in the metropolitan district, as 
the Stanley & Patterson organi- 
zation will be engaged in sell- 
ing Westinghouse lamps to re- 
tail dealers. 





In 1893 Arthur F. Stanley 
and George L. Patterson formed 
Stanley & Patterson, Inc. Hith- 
erto the Westinghouse company 
has distributed its products in 
the metropolitan district through 
the Westinghouse Electric Sup- 
ply Co. and the Times Appli- 
ance Co. The Stanley & Pat- 
terson Electrical Supply Co. 
will be the sixty-sixth whole- 
sale subsidiary of the Westing- 
house Electric Supply Co. 


U. S. COMMERCE CHAM. 

BER ISSUES BOOKLET 

“SMALL STORE ADVER- 
TISING” 


The Domestic Distribution 
Department of the Chamber of 
Commerce of the United States 
of America, Washington, D. C., 
has announced through its man- 
ager, F. D. Burden, the publica- 
tion of an 80-page pamphlet en- 
titled “Small Store Advertising.” 
It is a handbook for the retail 
merchant. The pamphlet is pub- 
lished in the belief that it will 
assist merchants to recognize 
good advertising and give them 
a background in preparing good 
advertising copy, thus saving 
the waste and avoiding the loss 
resultant from poor advertising. 


Material included in the booklet 
contains information gathered 
from men prominent in the field 
of advertising and selling. The 
last page has a blank for prep- 
aration of an advertising budget 
for one year. 





L. M. RYERSON JOINS 
STANDARD FURNITURE 


L. M. Ryerson, former house- 
wares and toy buyer with 
Breuner’s, Oakland, Cal., is now 
buying housewares and toys for 
the Standard Furniture Co, 
Seattle, Wash. 


McDONALD & LINFORTH 
REPRESENT AL WILSON 


McDonald & Linforth, 735 
Call Bldg., San Francisco, Cal., 
manufacturers’ representatives, 
have been appointed by Al Wil- 
son Co., San Francisco, Cal., 
fishing tackle manufacturers, to 
handle Al Wilson tackle west 
of the Rockies. The new rep- 
resentatives will show a com- 
plete line of Al Wilson prod- 
ucts. 


McKinney Booklet Tells 
About Modern Hinges 


“McKinney Develops the 
Modern Hinge” is the title of 
an attractive illustrated book- 
let issued by the hinge division 
of the McKinney Mfg. Co, 
Pittsburgh, Pa. In the book- 
let are pictures of some of the 
buildings and homes in which 
McKinney installations have 
been made. According to the 
booklet this line enables the 
dealer to handle hinges as a 
profit-making item. Features 
of construction and methods of 
application are indicated. In the 
last pages of the booklet is in- 
cluded a business reply card for 
requesting a free sample hinge. 





M. B. CONNOLLY JOINS 
GENERAL ELECTRIC CO. 


M. B. (“Mark”) Connolly 
has joined the General Electric 
Co. at its merchandising head- 
quarters in Bridgeport, Conn., 
where he will put forth his ef- 
forts in the development of the 
authorized dealer plan, which 
will provide a system of retail 
outlets to handle General Elec- 
tric appliances through estab- 
lished distributors. Mr. Con- 
nolly was for many years con- 
nected with the Winchester Re- 
peating Arms Co., New Haven, 
Conn., and the Winchester Sim- 
mons Co., St. Louis, Mo. At 
the age of 18 he went with the 
Winchester organization, work- 
ing through many departments. 
In 1919 he entered the sales de- 
partment. With Winchester he 
played an important part in the 
agency department program, 
covering the entire country in 
his work. 

While with the Winchester 
organization he conducted dealer 
and clerk meetings throughout 
the country and organized many 
groups of dealers on newspaper 
advertising and sales promotion, 
etc. Shortly after the merger 
of the Winchester company 
and Simmons Hardware Co., 
he was made agency manager 
of Winchester Simmons Co. of 
Philadelphia, Pa. In 1924 he 
became sales manager. He was 
elected vice-president and gen- 
eral manager of the Winches- 
ter Simmons Co. of Philadel- 
phia, which position he held un- 
til the reorganization of the 
two companies. He then re- 
turried to the New Haven office 
of the Winchester company as 
manager of missionary sales, 
also assisting in jobbing devel- 
opment. 


The O. C. White Co. 
Issues Catalog No. 31 


Catalog No. 31, issued by The 
O. C. White Co., 15 Hermon 
St., Worcester, Mass., covers a 
large line of adjustable fixtures 
and portables and a large vari- 
ety of “daylight units.” The 
cover is of new design, portray- 
ing light rays against a black 
background. Illustrations and 
diagrams show some of the fix- 
tures and how they look and 
operate. Circulars containing 
price information and calling at- 
tention to important changes and 
additions to the line are con- 
tained in the catalog. For sales- 
men and lighting engineers there 
is a page indicating the impor- 
tant features of White adjust- 
able fixtures. Daylight units 
are described in the catalog and 
the advantages of their use. 

















HARDWARE AGE for DECEMBER 25, 1930 47 








Nifty Putter 


George Borgfeldt G Co. 119 E. 16th St., 
New York City, offers the Nifty putter. 
The heads are of a composition of zinc, 
illuminum and copper, nickel plated. Shafts 
are of A-1 hickory, finely polished. Grips 
are of genuine salpa, guaranteed water- 
proof. They may be washed with soap and 


$1.00 each. These putters are packed in 
cases of 50, weighing 50 Ib. They are of 
regulation size 





RCA Victor 
Radiola Sets 


Radiola Division, RCA Victor 
Co., Inc., 233 Broadway, New 
York City, is offering several 
models of the superheterodyne 
type, having the screen grid 
feature. Radiola superhetero- 
dyne model 80 lists at $142.50, 
less tubes. Cabinet is of low- 
boy type, combining sturdiness and distinctive design. Deluxe Radiola 
superheterodyne model 82 lists at $179.50, less tubes. In addition to 
its screen grid features there is-a tone color device permitting the 
listener to adjust radio broadcasts to suit his own desire. Cabinet is 
of console type, with durable five-ply walnut veneer, carved with artistic 
motif. Radiola superheterodyne combination model 86 includes an elec- 
tric phonograph of the latest improved type, according to the maker. 
This model lists at $285.00 less tubes. Model 82 is illustrated. 


Al Foss Mouse 
and Sidestepper 
Pork Rind 


ry The American Fork & Hoe 
if Co., Cleveland, Ohio, has re- 
k cently announced the Al 
\ Foss Mouse No. 15. __ Its 


luring qualities are: flashy, 
weedless propeller spinner, 
wiggling, wobbly body, wavy 
bucktail and deadly crawling 
pork rind. As the bait is 
small and compact it casts 
with the greatest ease, says the maker. It is so designed that the 
center of gravity is very low. As a result it does not turn over in the 
water. The hook rides upright in position for a strike at all times 
Spinner is of propeller type, so designed that it cuts its way through 
weeds, leaving a clear passage for the hook so that the Mouse is as 
nearly weedless as this type of bait can be made, states the maker It 
is made of,solid brass, highly polished and heavily plated with cadmium 
nickel. Weight is % oz., 3/0 hook—red bucktail standard, but can be 
furnished with white, yellow, orange, brown or black bucktails and 
also with 5/0 hook. Quick hook or bucktail change is one of its out- 
standing features. The Sidestepper, made by the same organization, 
is a style of pork rind strip. It is designed to take the fish when they 
are striking short, as many anglers in the past have cut down the regular 
pork rind strip to a short piece and split the tail. For the angler who 
wants to use it sidewise, it is pierced for this purpose and may be 
attached on the bend of the hook. It is also pierced in the center so 
that it may be fished flatwise attached to the bend of the hook or drawn 
up close to the body of the bait and hooked on the bait itself. An extra 
light fly spinner made with a hardened silver blade highly polished, solid 
round brass bead, strong music wire shaft designed to permit the quick 





water. Suggested retail selling price is 





change of hooks ts also offered. A red-white bucktail is the standard 
equipment for this spinner, but it can be furnished in white, yellow, 
orange, brown or biack. According to the maker it can be handled and 
cast out with the same effort and accuracy as a fly. It is a great killer for 
bass, trout, perch, pickerel, pike and all pan fish. For large fish, best re- 
sults are obtained by attaching to the curve of the hook a strip of Foss 
Fly Rod Pork Rind. The Mouse is offered to sell for the suggested 
retail price of $1.00. The Sidestepper Pork Rind at 4 per jar and the 
regular discounts to the trade are allowed 


Sheffield Pipe-Joint White 


Sheffield Pipe-Joint White is a ready to use paste, put up in convenient 
size tubes, to sell for the suggested retail price of 10c. The preduct 
satisfies a variety of home purposes, among them the sealing of gas 
joints, radiator joints, connections, etc. The Sheffield Bronze Powder 





& Stencil Co., 5817 Kinsman Rd., Cleveland, Ohio, the maker, states that 
its use prevents leaks. It may also be mixed with paints to “‘body up” 
and also to lighten color. This product is packed in colorful display 
cartons of two dozen 


Gibbs Salt Shaker 


W. A. Gibbs & Son, Chester, Pa., have an- 
nounced the Gibbs salt shaker. Instead of the 
ordinary cap with small holes, this model has a 
taller cap with a variable, elongated side open- 
ing. Opening may be regulated as demanded 
by the condition of the salt. The opening may 
be entirely closed merely by moving a sliding 
collar. According to the maker it operates 
equally well inland or on the sea shore, in 
dampest or most dry weather. Although 
decorative in appearance the salt shaker will 
be appreciated by campers and others who 
dine out of doors, for its closing feature. Suggested retail selling price 
is 10c. each. Dealer discount is 30 per cent. Collar has out-turned 
ends, affording a natural grip 





Townley Suet Cage 


Starex Novelty Co., Inc., 
150 E. 53rd St., New 
York City offers the 
Townley suet Cage, 
which the maker states 
is hygienic and practical- 
ly indestructible. A 2- 
foot chain permits the 
cage to be hung at a 
height that will keep the 
contents out of the 
reach of animals. To 
prevent ‘burning’ the 
delicate claws of the 
birds, by contact with 
the cold metal, the cage 
is coated with insulating 
paint. The cage measures 614 inches square at the base and 444 inches 
square at the top. It is 44% inches high and is equipped with a door 
through which the food may be inserted. In addition to its use in 
winter for suet it may be used during the spring and summer to furnish 
bread, greens and other foods. Suggested retail selling price is $1.50 
each. Dealer cost is $10.80 per dozen. 
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Johnson Outboard Motor 
Has Unique Propeller Drive 


Johnson Motor Co., Waukegan, III., has added 
the tilting propeller drive feature to motors of 
the inboard-outboard type for inboard boats. 
In addition to the safety of the swing-back 
feature the boat may be maneuvered more 
easily. Engine is mounted on an exact hori- 
zontal at the extreme stern of the boat. Ad- 
vantages are: more room in the boat with no 
widely separated passenger cockpits and a hori- 
zontal engine with even depth of oil in the 
crankcase and no uneven lubrication of cylin- 
ders caused by “off level’ mounting. Vertical 
assembly is free to swing upward and astern 
when forced by shoaling or impact with an 
obstacle. Safety key prevents propeller from 
lifting out when going astern, but quickly re- 
leases with any slight impact when the boat is 
going ahead. By loosening two wing screws the 
complete unit can be readily removed for in- 
spection, repairs, or to put the craft out of com- 
mission when desired. This new drive arrange- 
ment enables the vertical assembly with prc- 
peller to turn correspondingly. As with the 
automobile, power is applied in the direction of 
the turn and there is less tendency to skid out 
of turn 


Schrader Tire Valve Core 


A. Schrader’s Son, Inc., 470 Vanderbilt 
Avenue, Brooklyn, N. Y., makes this new 
known as the 
Cair-Free core and is designed to with- 
stand highest temperature conditions and 
inflation and deflation 
This core was formerly made only 
but produc 


core for tire vaives. It i 


faster 
for service on heavy busses 


tion has now been extended to supply the 
core for regular tubes and for replacement 
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Neverbreak 
Shovel Display 


The Union Fork & 
Hoe Co., Columbus, 
Ohio, offers dealers, 
free of charge, this 
attractive Nev- 
erbreak fire shovel 
counter display stand, 
for showing one of 
the shovels 


National Lamp Works 
1931 Display Services 


The display serivce for 1931 was recently announced 
by the National Lamp Works of General Electric Co., 
Nela Park, Cleveland, Ohio. Some of the eight sets 
to be included in the series will fit the three wing 
frames formerly used by stores, using this display 
service, while others are of the cutout type. Beau- 
tiful colors and artistic arrangement have been em- 
ployed to attract and hold the eye. Displays all ap- 
proach the window gazer from different standpoints. 
One contains recipes for proper home lighting, an- 
other in a humorous way tries to eliminate the empty 
“socket evil, another tells the advantages of buying 
lamps six or more at a time while the last one is a 
holiday display. Booklets showing and explaining the 
series are available from the producer. 





Gloritone 
Model 26 


Gloritone radio, 


of 


model United 


26 offered by 
States Radio & Television Corp., Marion, Ind., 
has an oval shape top, giving a gracefully balanced 


ppearance. Finish is satin gloss walnut with 
natural wood grain. Appropriate decorations on 
ide of front panel and attractive grille design 
with gold cloth over speaker opening add 
to the appearance of the set. Height is 
1734 inches, width is 15 inches and depth 
is 8 inches. Chassis is a.c. electric, fully 
shielded triple screen grid. It is a sharp 
tuning set with electro-dynamic speaker. 
Total weight is 22 Ib 
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Price Advances Are Intimated 
by Continental Screen Co. 


The advisability of placing early 
specifications for screen doors and 
window screens is being stressed by 
the Continental Screen Co., 1823 Book 
Bldg., Detroit, Mich. The company 
points out that the new price on wire 
cloth is considerably higher than was 
expected and that since quoting prices 
on screen goods there has also been 
an advance in the price of lumber. 
The two late developments combine to 
make an advance likely, according to 
W. D. Biggers, secretary amd general 
manager of the company. 

In commenting upon the situation, 
Mr, Biggers said: “Of course, we 
desire to serve all of our trade on the 
present market basis as long as it is 
possible. However, market conditions 
may force us to advance prices. 

“We think it is advisable to let the 
trade, both jobbers and dealers, know 
that the prices on screen goods are on 
a very low basis, and we feel they will 
be serving their best interests by 
placing their specifications early.” 


New Price Lists Issued 
On Stanley Products 


In keeping with the policy advo- 
cated at the recent Atlantic City 
Convention by J. E. Stone, vice-presi- 
dent in charge of sales for the Stan- 
ley Works, New Brtain, Conn., this 
concern has issued a new price sheet. 
At the convention Mr. Stone stressed 
the advisability of manufacturers 
issuing new trade price lists, incor- 
porating such changes as they deem 
advisable or possible and placing the 
price sheets in the hands of jobbers 
before the first of the year, with the 
thought of stabilizing prices. 

It is understood that a new price 
list will also be shortly issued by the 
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Christmas Trade 
Considered Fair 


New York, Dec. 24.—Reports 
from the leading hardware markets 
of the country indicate that Christ- 
mas trade has had a varying charac- 
ter in different trade territories. 
While a brisk demand for holiday 
goods has prevailed in some mar- 
kets, it has been only fair in others. 
It would appear that Christmas 
business has been better in agricul- 
tural sections than in industrial dis- 
tricts. 

Staple lines are in moderate de- 
mand. Housewares continue to 
move in a healthy volume. The call 
for builders’ hardware is light. 
Future orders for several spring 
lines are being booked in fair vol- 
ume. Winter lines have been 
moderately active, but unseasonal 
weather has acted as a retarding 
factor. 

Post inventory orders for stock 
replenishments are expected to ac- 
count for increased trade activity. 
A better trade sentiment is in evi- 
dence, as prospects for the coming 
year have brightened slightly. 

Prices, in the main, are fairly 
steady and have become more 
stable at the present low level, al- 
though no general tendency toward 
higher prices is as yet apparent. 

The credit situation is fairly sat- 
isfactory. 


Stanley Rule & Level plant. While 
numerous changes will be shown in 
the new lists, it is said that no dras- 
tic changes are effective, as the revi- 
sions are largely in the nature of 
minor readjustments. 





Week’s Price Average Was 
79.8 Per Cent, Says Fisher 


Prof. Irving Fisher of Yale Uni- 
versity has announced that whole- 
sale commodity prices for the week 
ended Dec. 13, based on Dun’s quota- 
tions averaged 79.8 per cent. 

The November average was &1.4 
per cent. The purchasing power of 
the dollar on a 1926 basis of 100c. 
was 125.38c. The November average 
was 122.8c. 

Crump’s index of English prices 
for the week on the revised 1926 level 
was 70.4. The November average 
was 72.3. 

The Italian index on the revised 
1926 basis for the week ended Dec. 6 
was 57.0 The October average was 
59.1. 


Bank Clearings Show Decline. 
for Week Ended Dec. 11 


Bank clearings in the United States 
for the week ended Dec. 11, as re- 
ported to Bradstreet’s Journal, ag- 
gregated $8,062,332,000, as against 
$9,993,154,000 last week and $12,347,- 
933,000 in this week last year. There 
is here shown a decrease of 19.3 per 
cent from last week and of 34.7 per 
cent from the like week of 1929. 
Canadian clearnings aggregated $254,- 
049,000, against $346,841,000 last 
week and $340,606,000 in this week 
last year. 


Simplified Practice Reaffirmed 
on Packaging Razor Blades 


The Division of Simplified Practice, 
U. S. Department of Commerce has 
reaffirmed Simplified Practice Recom- 
mendation No. 69, relating to the 
packaging of razor blades. A survey 
conducted prior to the revision meet- 
ing, indicated the degree of adherence 
to the recommendation to be approxi- 
mately 95 per cent. 
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Bank Debits Declined 5% 
In Week Ended Dec. 10. 


Debits to individual accounts, as 
reported to the Federal Reserve Board 
by banks in leading cities for the 
week ended Dec. 10, aggregated 
$10,640,000,000, or 5 per cent below 
the total reported for the preceding 
week, which included but five busi- 
ness days, and 36 per cent below the 
total reported for the corresponding 
week of last year. 

Aggregate debits for 141 centers, 
for which figures have been published 
weekly since January, 1919, amounted 
to about $9,925,000,000, as compared 
with $10,450,000,000 for the preceding 
week and $15,626,000,000 for the week 
ended Dec. 11 of last year. 


Freight Car Loadings 
Declined in Week 
Ended Dec. 6. 


Loadings of revenue freight for the 
week ended Dec. 6 totaled 787,173 
cars, according to a recent release 
issued by the service division of the 
American Railway Association. 

This was an increase of 85,088 cars 
above the preceding week this year, 
when loadings were reduced somewhat 
owing to the observance of Thanks- 
giving Day, but a decrease of 146,136 
cars below the same week last year. 
It also was a reduction of 197,600 
cars below the corresponding week in 
1928. 

Loadings for the week compared to 
same week last year follow: 

Miscellaneous freight 269,805 cars, 
a decrease of 50,805 cars; merchan- 
dise less than carload lot freight 
223,072 cars, a decrease of 24,393 
cars; coal 175,996 cars, a decrease of 
35,787 cars; forest products 34,976 
cars, a decrease of 17,951 cars; ore 
6064 cars, a reduction of 2744 cars; 
coke 9524 cars, a decrease of 2923 
cars. 

Grain and grain products loading for 
the week totaled 40,105 cars, 7895 
cars below the corresponding week in 
1929. In the Western districts alone 
grain and grain products loading 
amounted to 27,891 cars, a decrease 
of 7053 cars. Live stock loading to- 
taled 27,631 cars, a decrease of 3638 
cars under the same week in 1929. 
In the Western districts alone live 
stock loading amounted to 21,440 cars, 
a decrease of 2763 cars. 

All districts reported reductions in 
the total loading of all commodities, 
compared not only with the same 
week in 1929, but also with the same 
week in 1928. 


Leading Bristle Importers Deny 
Existence of Surplus Stocks 


In a recent statement, the Amer- 
ican Brush Manufacturers Associa- 


tion, Philadelphia, Pa., denies the 
comment current in some sections of 
the industry to the effect that a sur- 


plus stock of bristle exists, with the 
consequent possibility that the situa- 
tion may tend to influence brush 
prices. 

According to expressions received 
by the association from leading im- 
porters there is little foundation for 
the opinion in view of the following 
facts: 

1. Stocks of bristle in manufac- 
turers hands appear to be low and 
they are buying more freely. 

2. Foreign markets are closed and 
are showing a stronger tone, with 
higher prices being asked. 

3. Substantial reduction in imports 
during first nine months of this year. 

4. Stocks of importers and dealers 
lower. 

5. New arrivals may not be ex- 
pected till May and June. 


U. S. Supplied Great Britain 
with One-Third of Cutlery 
Imports in Third Quarter 


Imports of cutlery by Great Britain 
in the quarter ended Sept. 30 were 
valued at £109,905, of which the 
United States supplied £36,422 or 
slightly more than 33 per cent, ac- 
cording to a report received by the 
Hardware Section, Department of 
Commerce, from Acting Commercial 
Attaché Donald Renshaw, London. 
The largest item from the United 
States consisted of safety razor 
blades. Shipments from the United 
States totaled 317,755 doz., valued at 
£20,345. Shipments of “other” com- 
ponent parts of razors from the 
United States were valued at £11,415. 
American shipments of complete 
safety razors totaled 12,429-doz., 
valued at £2,508 while shipments of 
knives totaled 4229 doz., valued at 
£1,123. 


Wholesale Price Index 
Declined One Point in Week 
Ended Dec. 13 


The wholesale price index of the 
National Fertilizer Association, con- 
sisting of 476 quotations, declined 
more than one full point during the 
week ended Dec. 13. The index 
number now stands at 79.7, compared 
with 80.8 for the preceding week and 
95 for the corresponding week a year 
ago (the index number: 100 represents 
the average for the three years 1926 
through 1828). 

Of the fourteen groups comprising 
the index ten declined and four re- 
mained unchanged. The largest de- 
clines were noted in the groups of 
fats and oils, metals and grains, feeds 
and livestock. Lard, butter, corn, 
oats, cattle, hogs, lambs, finished steel, 
copper, cotton, wool, bituminous 
coal, gasoline, hides, coffee and cot- 
tonseed meal were included among 
the forty-two commodities that de- 
clined. Only nine commodities ad- 
vanced, including silk, raw sugar, 
dried apples, barley, zinc and rubber. 

With indications that farm prices 
will continue to decline during the 
thirty-day period ended Dec. 15, 1930, 
the index of farm prices at 103 Nov. 
15 was the lowest on record since 
Dec. 15, 1915, according to the De- 
partment of Agriculture. 

Declining prices for grains, fruits 
and vegetables and meat animals from 
Oct. 15 to Nov. 15 more than offset 
the advance of poultry, cotton and 
cottonseed and the unclassified com- 
modities, it was stated. 


Credit Men Expect 1931 Trade to Be Moderate in Character 


Business conditions throughout the 
country will be fair in 1931 if the 
opinions recently given by credit men 
of twenty-one different trades, who 
are located mostly in the Eastern 
States, and in the Metropolitan area 
of New York, turn out to be accurate 
predictions. 

Recently, the New York Credit 
Men’s Association sent out 1,000 ques- 
tionnaires and received 700 replies 
from credit men in such diversified 
trades as food products, automotive, 
drugs and chemicals, glass, hardware, 
hosiery, shoes, toys and women’s 
specialties. 

In reply to the question regarding 
the outlook for business conditions 
for the next twelve months, forty 
firms considered it good, ninety-two 
fair and twenty-one slow. The 
prospect for sales during the first 
quarter of next year was character- 
ized as good by thirty-seven firms, 
fair by eighty-one and slow by forty- 
eight. 

Fifty-eight concerns stated they 


had reduced the number of their em- 
ployees during the year and 104 said 
they had not. The percentage of re- 
ductions ranged from 5 per cent in 
the toy industry to 40 per cent in 
the hardware trade. 

Regarding sales for the last three 
months of this year, 118 concerns 
declared they were smaller than the 
corresponding period of 1929, and 
forty stated that they showed an in- 
crease. In comparison with the same 
three months of 1928, 108 firms as- 
serted sales showed a loss and fifty- 
two registered a gain. 

Collections during the last three 
months were characterized as fair by 
ninety-five firms, good by thirty-five 
and slow by twenty-seven. 

In response to the question, “What 
is your idea of the credit situation 
in your trade today?” eighty-two 
firms considered it slow, sixty fair 
and thirteen good. Payments were 
said to be slow by sixty-four con- 
cerns, fair by thirty-five and good by 
thirty-eight. 
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(Kansas City office of HARDWARE AGE) 
Kansas City, Dec. 23. 


NFAVORABLY warm weather 

U conditions have exerted a 
somewhat demoralizing pres- 

sure on seasonal goods with the re- 
sult that business is not quite as good 
as it should be in certain repects. 
The absence of the usual stimulating 
cold snap is making things slow in 
several lines such as sleds, skates, 
stoves, winter auto accessories and the 
like. However, with the lethargy in 
those items, there is a corresponding 
favorable volume in some goods on 
which the season has usually closed 
by this time. Moderate temperatures 
and lack of precipitation has _per- 
mitted building and repairing to pro- 
ceed almost without interruption, a 
fact which is decidedly benefiting 
workers in the trades. There is yet a 
possibility that a good snow may ar- 
rive in time to furnish a demand for 
sleds; at least jobbers have in a good 
supply in anticipation of a late call. 


HOLIDAY MOVEMENT 


General merchandise pertinent to the 
Christmas trade has taken on greater 
momentum, and it now appears that 
more money will be spent during the 
holidays than had been estimated. It 
will not be possible to give an accurate 
survey of the situation until after 
Christmas, owing to the last minute 
buying of gifts which may run clear 
up to the night before Christmas. Re- 
tailers agree that the last ten days 
will see the greatest percentage of 
volume this season. A year ago more 
of the buying from the standpoint of 
the consumer, retailer,,and even the 
wholesaler reached its peak earlier 
than it will this year. 


SPORTING GOODS 


Athletic goods are quite active. 
One distributor here reports that his 
volume is running well over last 
year’s. The public, he says, are in 
general buying somewhat lower 
priced merchandise, but are never- 
theless spending money. He believes 
that Christmas shoppers are buying 
less wearing apparel and more items 
in the hardware and sporting goods 
line. His firm has already done a 
good business in golf clubs, tennis 
racquets, baseball and basketball sup- 
plies, and games. Backgammon 
games are rapidly coming to the front 
to command their share of the busi- 
ness in home amusements. The firm 


mentioned, which does both wholesale 
and retail business, has called in most 
of his road salesmen to help take 
eare of the rush in the retail store. 


KANSAS CITY 








AT A GLANCE 


Unseasonal weather condi- 
tions have retarded the move- 
ment of Winter lines. Christ- 
mas merchandise has taken on 
greater momentum. 

The peak of the holiday de- 
mand will materialize some- 
what later than usual. Sport- 
ing goods are in excellent de- 
mand. Some jobbers expect a 
gradual upturn starting about 
next May. 

* *%K 

Recent indications have 
been noted of improvement in 
the employment _ situation. 
Kansas City’s new post office 
will provide many jobs and 
place $150,000 into circula- 
tion. 

Collections continue about 
the same, with slight prospects 
for improvement. Wholesale 
collections have maintained an 
even keel, although their sta- 
tus is not excellent. Prices 
continue steady. 











No men have been let off, and a few 
additional helpers have been put on 
for the time. This firm is following 
a policy that is much to be com- 
mended for what effect it has on the 
unemployment situation. Other es- 
tablishments also report that they are 
keeping their full force, or in many 
cases hiring extra help. 


PROSPECTS FOR 1931 


Some wholesale hardware men have 
expressed the opinion that the first 
four or five months of 1931 will be 
rather a hard pull, but look for a 
gradual upturn to come after that 
time. Others more optimistic in their 
views believe that the recovery is even 
now under way, and they are not 
altogether without foundation. 


EMPLOYMENT 


Although the unemployment ques- 
tion is as serious here as virtually 
anywhere else in the country, there 
are a few bright notes that provide 
a basis for believing that the early 
months of the new year will not be 
as aggravating to the situation as it 
was feared. For instance, not two 









Unseasonal Weather Retards Demand 
$ Prices Retain a Fairly Steady Status 





weeks ago the Gleaner Combine Har- 
vester Corporation reinstated two 
hundred fifty employees who had 
been laid off last September. 


NEW POSTOFFICE 


A second bit of encouragement 
comes from the news that the treas- 
ury department will award the con- 
tract for the building of the founda- 
tion of Kansas City’s new postoffice 
as soon as possible. This will call 
for an expenditure of about $150,000, 
thus putting more money in circula- 
tion and providing more jobs for the 
jobless. In order to do this right 
away, work will commence as soon as 
the rough excavation is completed. 
One fact that will tend greatly toward 
the quicker alleviation of the shortage 
of buying power owing to lack of 
employment is that Kansas City busi- 
ness men realize that the recovery of 
businses is to a great extent de- 
pendent upon them, and they are go- 
ing to respond in so far as they are 
able to go ahead and push projects 
that they have been contemplating 
for the future. Low prices in all 
building supplies and raw materials, 
with low interest rates for capital, 
make this a good time to employ labor 
in new enterprises. 


CREDIT SITUATION 


Collections continue about the same, 
with slight prospects for immediate 
improvement. Wholesalers are en- 
couraged by the fact that their col- 
lections are able to maintain an even 
keel, even though they are not ex- 
cellent. It is not considered likely 
that a great deal of improvement will 
be noted until well into the new year. 
Oklahoma continues to show the most 
unfavorable condition because of the 
cotton situatfon, while the best re- 
ports come from the Colorado and 
Kansas territories. 


PRICE TRENDS 


Prices continue steady. No ap- 


preciable changes within the next 
month are looked for. With the 
economic readjustment will come 


higher prices, so that the latter might 
be considered a kind of barometer of 
the former. 


HOLIDAY OUTCOME 


Whatever the outcome will prove 
to be in regard to the comparative 
volume of the Christmas trade of 
1929 and 1930, jobbers and dealers 
have spent their best efforts and best 
merchandising ideas to make this 
season a successful one, so we can only 
wait and see. 











HARDWARE AGE for DECEMBER 25, 1930 





(Boston office of HARDWARE AGE) 


Boston, Dec. 23. 


HILE there was a natural 
\ \ quickening in retail buying 

the past week, the improve- 
ment in business was less than antici- 
pated, according to local hardware 
jobbers. There has not been the usual 
crush of frantic retailers in jobbing 
houses endeavoring to secure much de- 
sired merchandise. There has not been 
the feverish rush day and night in 
jobbing establishments in an effort to 
keep up with orders. Indeed, this 
Christmas season is proceeding in a 
very orderly manner, and it is safe 
to assume that December returns will 
be disappointing to jobber and re- 
tailer alike. 


WINTER LINES 


Recent temperatures, which hovered 
around the zero mark, created a some- 
what better call for sleds, snow shoes, 
skiis, etc., but the resulting formation 
of the first ice of the season failed to 
lift the ice skate business out of its 
apathy. There has also been a some- 
what better call for toys, especially 
the low priced ones, but on present 
prospects it looks very much as 
though 1930 will go down on record 
as one of the leanest toy years ex- 
perienced in recent seasons. 


STAPLE GOODS 


As has been the case throughout 
December, current buying of standard 
lines of merchandise has been the sal- 
vation of the jobber. Window glass, 
roofing materials, weather strip, storm 
window goods in general, stoves, heat- 
ers and similar items that go to make 
life worth living during cold weather 
have held a conspicuous place in or- 
ders taken by jobbers since last re- 
ports. 


THE OTHER FELLOW 


It appears that those New England 
retail dealers who make it a point to 
spend so much for advertising each 
year, and have continued this policy 
despite the so-called business depres- 
sion, have been doing quite well. The 
average retail dealer, however, has 
been doing only fair, while a lot have 
experienced quite a poor pre-holiday 
season. 

On the other hand it appears that 
to date department store sales have 
not approached the normal propor- 
tions, but in view of conditions, are 
to be considered very satisfactory. 
Specialty store sales show a small in- 
crease as compared with a week ago, 
but are considerably less than a year 





BOSTON: 








AT A GLANCE 
Demand for sleds, skiis and 


snow shoes better since 
weather has been colder. 
* * 

Current buying of standard 
merchandise is an outstanding 
feature. Price tendency is 
easier. 

x ok * 

Increased manufacturing ac- 
tivity planned for 1931 has 
made the outlook brighter. 











ago. Retail jewelry sales are all of 
35 per cent smaller than in 1929. Re- 
tail Christmas card sales, in point of 
number, have been just about on a 
par with those of last year, but buy- 
ing has run largely to the 10c. card 
and away from the 15c. and more ex- 
pensive merchandise. 

It appears, therefore, that the retail 
hardware dealer has not been singled 
out in the slump of Christmas buying. 
Rather, there has been a general re- 
cession with the public confining itself 
to low priced merchandise as much as 
possible; to merchandise on which 
profit is limited. 


WEALTHY ALSO ECONOMIZE 


The so-called rich also are econo- 
mizing in their purchases and further, 
are not paying bills until actually 
forced to do so, if the retailer is to be 
believed. Everybody seems to have 
endeavored to cut their spending in 
half at least, and their gifts of money 
in proportion. Dividends on invest- 
ments have been reduced or omitted 
entirely, and stock market values are 
materially lower than they were a 
month ago. Naturally the so-called 
rich, the fairly well to do, and the 
comfortably well off, all feel poor. 

In speaking about Christmas Club 
checks, one retail hardware dealer 
says he happens to know that three 
Boston banks have increased their 
number of depositors in the aggregate 
60,000 during the past year from 
Christmas Club members alone. To 
the retailer’s way of thinking it means 
just so much money has been taken 
out of circulation during the two past 
Christmas seasons. 


OUTLOOK IS BRIGHTER 


While the rank and file have been 
and are cautious about spending 
money, the public in general is by no 





Current Demand Is Disappointing 
Prospects Are Brighter for 1931 


means pessimistic regarding the fu- 
ture. It believes the outlook is brighter. 
It is known for a certainty that two 
of our largest industries, one the tex- 
tile machinery manufacturing, and 
the other the electrical manufacturing, 
have a tremendous amount of busi- 
ness on their books or in the process 
of development. This all means that 
thousands upon thousands of workers 
will be placed back on the payroll in 
1931. 

It is also believed that the shoe in- 
dustry will hit a profitable and busy 
stride with the opening of the spring 
season. Then, too, cotton textile man- 
ufacturers are encouraged, although 
the market for their products is un- 
settled at the moment as it usually is 
just before the close of a year. People 
seem to feel, therefore, that with these 
four major industries once more oper- 
ating, things in general will be very 
much better in New England. 


FUTURE OF BUILDING 


It is certain that the depression in 
the stock market has held up a tre- 
mendous amount of construction work 
throughout New England. Just now, 
in rough numbers, construction per 
week aggregates $5,500,000, contrasted 
with $4,500,000 a year ago, $6,500,000 
two years ago and $7,500,000 three 
years ago. With the clearing up of 
the stock market situation, the ability 
of people to obtain money from banks 
to build will be much easier than it is 
today, and when that time comes we 
shall experience a _ vigorous and 
healthy increase in construction work 
of all kinds’ 


NETTING IS HIGHER 


The most important change in 
prices reported by jobbers the past 
week was on galvanized hexagon net- 
ting. Such netting, heretofore 50 and 
10 per cent discount from stock, is 
now 50 and 5 per cent; and on direct 
mill shipments is 50, 10 and 5 per cent 
discount, contrasted with 60 per cent 
formerly. 

The lack of price changes is natural 
during the last month of the year. A 
feeling prevails among retail dealers 
in general, however, that after Jan. 1 
we may expect price revisions on many 
classes of merchandise. Their timidity 
in placing substantial orders today is 
due in part to this feeling of uncer- 
tainty. They point out that copper 
metal is 2c. a pound cheaper than it 
was a fortnight or so ago, and also 
that the recent advance in steel bars, 
shapes and plates has frightened buy- 
ers out of the market rather than 
stampeded them into it. 






















HARDWARE AGE for DECEMBER 25, 1930 


53 





WIN CITIES: 


(Minneapolis office of HarpWARE AGE) 
MINNEAPOLIS, Dec. 23. 
OLIDAY shopping for this year 
H is history now, and final re- 
sults will be known for the 
year within a short time. In a 
résumé of conditions during Novem- 
ber for the Ninth Federal Reserve 
District, the bank reported that im- 
provement was shown in this period, in 
the territory tributary to the Twin 
Cities, although the results were not 
up to those of 1929. 


BASIC CONDITIONS 


Of the 93 cities reporting bank 
debits, seventeen reported increases 
over volume of a year ago, while in 
October only six reported increases. 
These increases were almost entirely 
in the diversified farming districts of 
Wisconsin, Minnesota and South Da- 
kota. Estimated cash value of farm 
products marketed in November was 
17 per cent smaller than markets in 
the corresponding month a year ago. 
However, taking into consideration 
the declines in values of merchandise 
in all lines, the purchasing power of 
the farmer’s dollar is not very far 
from that of last year, and possibly 
just as good or better. 


EMPLOYMENT 


Recently the eities of Duluth, St. 
Paul and Minneapolis held a registra- 
tion of people out of work, and the 
final figures were announced last 
week. These show a total of 18,151 
persons in Minneapolis, 9317 in St. 
#Paul and 4983 in Duluth, including 
men and women in some 336 different 
classifications of occupations. This, 
in an area covering possibly a million 
and a half population, is believed to be 
far less than in many other sections of 
the country. With the many projects 
contemplated for an early beginning 
during 1931, some of which are al- 
ready under way, it is felt that the 
above figures are as high as they. 
will be. 


BUILDING PROSPECTS 


In construction lines, one of the 
high officials recently stated that an 
early resumption of activities is 
looked for. While no great upward 
movement is expected, he stated, a 
gradual acceleration of building is 
looked for, and more home building in 
the new year than in that just past. 
Home building in the larger cities has 
lagged behind the average during the 





AT A GLANCE 


The Federal Reserve report 
of business conditions in the 
territory tributary to the Twin 
Cities discloses improvement 
during November. The pur- 
chasing power of the farmer’s 
dollar is about as great as last 
year. 

* * * 

An unemployment survey 
of the larger Minnesota cities 
has shown a smaller percent- 
age of unemployed than in 
many other sections of the 


country. 
* * * 

An early resumption of 
building activity is anticipated. 
Low priced materials will en- 
courage home building. Cold 
weather has stimulated the de- 
mand for winter lines. 

x * * 

Skates are active. Midget 
radio sets continue to enjoy a 
brisk demand. Electric clocks 
are gaining in popularity. 
Some retail hardware stores 
report business as being good. 
Prices are unchanged. 











past two years, and with materials 2 
a low price level, the present is an 
excellent time for this line of activ- 
ity, and will be taken advantage of 
by many. 


WEATHER IS HELP 


Colder weather, which has held off 
remarkably during the fall and early 
winter, has evidently arrived, and cold 
weather merchandise is showing bet- 
ter sales, Automobile supplies are 
selling better, including radiator so- 
lutions and other items which add to 
comfort and safety of wintey driv- 
ing. Weather strip demand is still 
fairly good. Ash cans and tubs are 
selling at a fair rate. Stove supplies 
are active, although the first buying 
tide is past. 


SKATES ACTIVE 


Skates continue to occupy a promi- 
nent place in winter sports supplies 
sales. Demand for skates usually con- 
tinues through January, although the 


Improvement Registered in November 
Winter Lines Are in Better Demand 


holiday season sees the peak of this 
item in sales. Other winter sports 
items are moving fairly well also. 
With the rather limited snowfall up 
to this writing, sleds and skis have 
not shown the activity they would 
had heavier snow been experienced. 


MIDGET RADIO ACTIVE 


Inquiry at some of the stores shows 
that the radio trade on the larger 
sets is suffering because of. the de- 
mand for the midget sets. The mar- 
ket is well filled with this innovation, 
which has seemingly met with public 
approval mainly because of the low 
prices quoted on them, which makes 
them particularly popular during this 
era of restricted buying. 


ELECTRIC CLOCKS 


Electric clocks are gaining in pop- 
ularity, and these are offered to the 
public in many styles, sizes and 
values. Hardware dealers are find- 
ing them a new source of revenue, and 
adding them to their electrical depart- 
ments. There is a large potential 
market for them. 


RETAIL SALES 


Some of the smaller hardware 
stores in the large cities report busi- 
ness as being good for the end of the 
year. In some cases, they state that 
their sales totals will be as high as 
last year, with distribution of sales 
over their entire stock about the same 
as other years. Glass for replacement 
purposes has sold well, and household 
items have met with good demand. 
Stores which specialize in finishing 
hardware have naturally not kept up 
to the average, due to the low build- 
ing record, in that department. 


PRICE SITUATION 


Prices have not been changed dur- 
ing the past week. As stated in the 
past two weeks, jobbers and retailers 
alike are interested in closing the busi- 
ness for the year, and have been giv- 
ing full attention to sales. With the 
holiday business out of the way, the 
present task in both branches of the 
hardware trade is inventory. Job- 
bers are holding their annual sales 
meetings between Christmas and 
New Year’s Day, with their field men 
called in for this event. After the 
first of the year attention will be 
turned toward adjusting prices to con- 
form to any changes which. have beem 
made by manufacturers. 








CLEVELAND: 


(Cleveland office of HARDWARE AGE) 


CLEVELAND, Dec. 23. 


HILE activity recently has 
been centered in_ holiday 
merchandise, there has been 


a slight upward trend in the trade 
this month. Holiday demand on the 
whole has been fair. While orders for 
Christmas lines were placed with rea- 
sonable promptness by retailers in 
most sections, buying of holiday goods 
by retailers in Cleveland and immedi- 
ate territory was deferred, as the 
trade seemed uncertain about the vol- 
ume of Christmas sales and wished to 
avoid buying more hardware mer- 
chandise than it could sell, particu- 
larly in electrical appliances and other 
higher priced merchandise. Conse- 
quently there was a disposition among 
dealers who were located where they 
could secure quick deliveries from 
jobbers to postpone purchases. 


CHRISTMAS GOODS 


Jobbers who handle toys have done 
a very good volume of business in 
electric trains and mechanical toys. 
Christmas tree outfits and decorative 
plants have also moved well. In the 
line of wheel goods there has been 
considerable activity in velocipedes, 
coaster wagons and scooters. Demand 
for sleds has continued good and 
skates are moving better than recent- 
ly. There has been a fair demand for 
glass baking ware and mountings and 
chinaware, except teapots, which have 
been quiet this season. Cake covers 
and boards have been selling surpris- 
ingly well. 


ELECTRICAL GOODS 


In electrical goods automatic toast- 
ers and waffle irons have been very 
active, but other electrical household 
appliances have moved only in mod- 
erate volume. Other items that have 
been moving well for the holiday trade 
include vacuum bottles and air rifles. 
Golf clubs and balls have also been 
moving very well for the holiday 
trade. 

Holiday demand for cutlery and sil- 
verware has been fair. Electric clocks 
have been one of the most active hol- 
iday items and there has been a brisk 
demand for alarm clocks. 


SEASONAL LINES 


Among seasonal items axes have 
become fairly active, but cross - cut 
saws are rather quiet. Snow shovels 
have continued in fair demand, al- 
though orders for these have not been 
as numerous as around the first of the 
month, when there was a heavy snow- 
fall. Seasonal buying of game traps 
is about over and demand is now lim- 
ited to pick-up orders. Jobbers have 
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AT A GLANCE 


There has been a slight up- 
ward trend in trade this 
month. Holiday merchandise 
has been quite active. Toys, 
wheel goods and Christmas 
electrical decorations are in 
excellent demand. 


Automatic toasters and 
waffle irons have been very 
active. Vacuum bottles, air 
rifles, golf clubs, golf balls and 
electric clocks are other items 
in excellent holiday demand. 


Some seasonal lines are in 
good demand, particularly 
axes, snow shovels, game 
traps, and tire chains. Prices 
on screen wire and poultry 
netting have been established 
for the coming season. 


Future orders for spring 
merchandise are being re- 
ceived in fair volume. Job- 
bers report that collections are 
good. 











done a good business this season in 
game traps. 

Automobile tires are moving very 
well for this season of the year. 
Tire chains, which were rather active, 
have been quiet recently because of 
lack of snow and ice. ,A two weeks’ 
spell of mild weather also cut off the 
demand for anti-freeze solutions. 

Valves and fittings are in fair de- 
mand from the hardware trade, but 
not much business is coming from 
manufacturing plants. Pipe has been 
moving well, but the demand has 
slowed down recently. 


PRICE INFORMATION 

Prices on wire cloth and poultry 
netting have been announced for the 
coming season. Black wire cloth, 12 
mesh, is unchanged at $1.50 per 100 
sq. ft.,, and galvanized is unchanged at. 
$1.75 per 100 sq. ft. A 20c. reduction 
has been made in bronze wire cloth, 
which in 14 mesh is now quoted at 
$4.90 per 100 sq. ft. Poultry netting 
is unchanged at 60 per cent discount. 
However, keen competition is result- 
ing in some irregularity in wire cloth 
prices. Mills have reestablished pres- 
ent prices on nails and wire for the 
first quarter. Nails continue rather 
weak and while $1.95 per keg is the 
usual price quoted by jobbers for car 


‘vious. to 








Trade Has Slight Upward Trend 
Some Price Changes Effective 


lots, there are reports that this is be- 
ing shaded 5c. per keg. Manufactur- 
ers of bolts and nuts have also re-es- 
tablished present prices for the com- 
ing quarter. An advance of 2c. per 
lb. to 23c. per lb. has been made on 
soldering copper. While present prices 
on better grades of stepladders are 
expected to remain unchanged, there 
is talk of an advance on the cheaper 
grades of ladders. 


SPRING LINES 


There has been a fair volume of 
business in some lines of spring mer- 
chandise, but others are quiet. Fer- 
tilizers and grass seeds have been 
selling well. Screen doors and win- 
dows and pruning shears and saws 
are selling fairly well. Orders for 
poultry netting and wire cloth have 
been about as good as in previous 


years. 
COLLECTIONS 


Jobbers report that collections are 
good. This may be at least partly 
due to the fact that they are making 
a little more effort than usual to col- 
lect outstanding accounts. 


Industrial Employment 
Declined Only 2.7 Per Cent 


in November 


A decrease of 2.7 per cent in em- 
ployment in manufacturing industries 
during November compared with Oc- 
tober, and a decrease of 6.1 per cent 
in pay roll totals Was reported by 
the Bureau of Labor Statistics of 
the Department of Labor. These 
changes are based upon returns made 
by 13,280 establishments in fifty-four 
of the principal manufacturing indus- 
tries of the United States. 

Establishments in November had 
2,837,854 employees, whose combined 
earnings in one week were $67,242,- 
656. With one exception there has 
been a decrease in employment in 
November in each of the last eight 
years, it was said, and while the 
decrease in employment in November, 
1930, is greater than in years pre- 
1929 it is nevertheless 
smaller by nearly 1 per cent than the 
decrease a year ago. 

Based on returns from fifteen ma- 
jor industrial groups having in No- 
vember 4,712,082 employees whose 
combined earnings in one week were 
$115,905,230, figures showed a de- 
crease of 2.5 per cent in employment 
and a decrease of 5.1 per cent in pay 
roll totals during November compared 
with October. 

Increased employment was shown 
in two of the fifteen industrial groups 
and a decrease in thirteen. 
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PITTSBURGH: 


(Pittsburgh office of HARDWARE AGE) 
PITTSBURGH, Dec. 23. 


OLIDAY business with local 
H hardware jobbers developed 
in fair volume in the last few 

days, and while hardly equivalent to 
1929 in value, compared favorably in 
number of orders. Low priced items 
predominated, and more expensive 
hardware lines, such as radios, wash- 
ing machines, stoves, etc., remained 
rather dull. Electrical appliances 
have been particularly active, with 
flashlights, toasters, grills, percola- 
tors and many other items moving in 
good volume. Sleds have not been 
particularly active, although some 
business was done earlier in the win- 
ter, and jobbers were slow in build- 
ing up stocks for the Christmas trade. 
Very little activity developed in ice 
skates, and retailers are sufficiently 
well stocked to last them, unless a 
long period of cold weather sets in. 


WINTER GOODS 


The general line of cold weather 
items has been only moderately ac- 
tive this month, while toys moved in 
good volume in some localities. Deal- 
ers in suburban communities report 
heavy sales of juvenile vehicles, al- 
though this line has been dull in the 
average industrial community. Hard- 
ware demand is generally expected to 
be dull in the last week of the month, 
and it will be well into January be- 
fore salesmen will be able to report 
on prospective business for the new 
year. 


PRICES SHOW STRENGTH 


Price changes during the week 
have been noteworthy in that ad- 
vances have been as numerous as 
reductions. Enamel plumbing fix- 
tures and sanitary ware have been 
advanced 8 to 10 per cent, in line 
with recent upward revisions by mills. 
The Clayton & Lambert line of blow 
torches has been reduced slightly, 
with Nos. 158 and 160 now offered 
at $3 each. The Follansbee line of 
ovens has gone down 10c. on the 
larger size, and 5c. on the smaller. 
Saddlery hardware is slightly higher. 
The nail market has been adversely 
influenced by offerings of nails in car- 
load lots for direct mill shipment at 
as low as $1.90 per keg. Local hard- 
ware jobbers continue to quote $2.15 
to the trade. 


STEEL INDUSTRY 


Conditions in the steel industry 
have been generally unfavorable, and 
complete plant suspensions are very 
numerous throughout Pittsburgh and 
nearby districts this week because of 
the holiday. The extent of improve- 
ment after the first of the year is 
rather indefinite, although heavy 





AT A GLANCE 


Holiday business has de- 
-veloped in fair volume. Inex- 
pensive items have predomi- 
nated. Electrical appliances 
are particularly active. 


Cold weather items are only 
enjoying a moderate demand. 
Sales of toys and juvenile ve- 
hicles have been heavy. The 
last week of December is ex- 
pected to be dull, as is usual. 

In recent price changes ad- 
vances have been almost as 
numerous as declines. Several 
price revisions have been 
made. Conditions in the steel 
industry have generally been 
unfavorable. 


No marked changes are ap- 
parent in the activity in other 
industries. Employment con- 
ditions have not improved. 
Collections have a tight status. 











forward contracting on the part of 
steel consumers indicates that some 
of them may be preparing for heavier 
requirements in the first quarter. 
On the other hand, contracting may 
be due principally to the price ad- 
vantage now offered, as a general 
movement is under way to stabilize 
or advance prices in the new year. 
The $1 a ton increase in quotations 
on bars, plates and shapes is being 
generally adhered to, and_ recent 
minimum figures established on flat- 


rolled products and in other lines are © 


holding. Steel ingot operations in 
the Pittsburgh district last week av- 
eraged about 35 per cent of capacity, 
and are considerably less at present. 
In many cases activity will not be 
resumed until Jan. 5, but on that date 
production should rise to at least 
the average level of early December. 


OTHER INDUSTRIES 


In the other industries no marked 
change is apparent. The coal busi- 
ness continues rather dull, and the 
absence of protracted cold weather 
has prevented demand for domestic 
coal and coke from reaching satis- 
factory proportions. With the rail- 
roads and other users of industrial 
coal maintaining requirements at a 
minimum, little incentive is offered 
for increased fuel consumption at this 
time. The glass industry is still un- 
favorably influenced by lack of de- 


Holiday Volume Considered Fair 


Prices Show Firmer Tendency 


mand from automobile makers, and 
window glass is dull because of de- 
creased building operations. In this 
district residential construction is 
particularly lacking, and public works 
and other large projects are of little 
benefit to smaller sellers of materials. 
An advance in the price of radiators 
and sanitary ware is expected to 
stimulate these industries in the new 
year, although prices were formerly 
ruinously low and company profits 
will not be materially affected. 


EMPLOYMENT 


Employment conditions largely re- 
flect industrial activity, and are con- 
sequently generally unfavorable. The 
total number of completely unem- 
ployed in the district is difficult to 
estimate and has increased steadily 
despite the efforts of the larger mills 
to stagger employment and provide 
a few days’ work each week for most 
of those ordinarily on the payroll. 
Conditions are said to be worse among 
the small salaried classes, who have 
suffered most from complete lay-offs 
in recent months. Collections are 
tight throughout the district, but some 
relief is expected after the first of 
the year as a result of holiday trade. 


Number of Business 
Failures Decreased in 
Week Ended Dec. 13 


Some improvement in the com- 
mercial failure record was noted dur- 
ing the week ended Dec. 13, according 
to the compilation of the business 
reviews. 

R. G. Dun & Co. reported a total 
of 562 failures, against 598 in the 
previous week, and Bradstreet’s re- 
view showed 520 defaults, as com- 
pared with 527 the preceding week. 
Both figures were considerably above 
the totals for the corresponding week 
of 1929, with Dun’s record for a 
year ago 514 and Bradstreet’s 440. 
It is pointed out that it is normal for 
the financial and commercial mor- 
tality to increase at the year-end. 

Canadian failures also showed a 
drop from last week’s total, standing 
at 66 against 80, and 56 in the same 
week of 1929. 

An increase in the number of fail- 
ures in the class of business using 
from $5,000 to $25,000 of capital was 
noted, the percentage of the total ris- 
ing to 16.3 from 15.7 last week. There 
was a sharp drop in the number of 
smaller enterprises to fail, the per- 
centage in this case falling to 69.2 
from 71.4 according to Bradstreet’s. 
Dun’s figures bear out the general 
trend of this ratio, the review re- 
porting relatively more failures in the 
larger businesses than in 1929. 
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CHICAGO: 


(Chicago office of HARDWARE AGE) 
CHICAGO, Dec. 23. 


ITH the gift trade at its sea- 

sonal height, the hardware 

business is almost too busy to 
take note of its exact position. These 
few days preceding Christmas have 
been characterized by the _ usual 
eleventh-hour movement. Trade in the 
industrial centers has fallen off in 
comparison with the holiday business 
done last year, although to a consid- 
erable degree this recession has been 
offset by the shipment of goods into 
the more prosperous rural areas. Toys 
and winter sporting goods have natu- 
rally led the procession of December 
merchandise, with gift items of every 
kind following in various degrees of 
volume. Collections in general are re- 
ported slow. Save for the widespread 
effort in the trade to take advantage 
of the holiday demand, wholesale 
and retail policies continue cautious, 
though, among the leaders, positive. 


RETAIL SENTIMENT 


Perhaps it is a good sign that busi- 
ness men are repeating with relish 
the popular play on words: “The 
trouble with trade is not over-produc- 
tion; it’s over-prediction.” At any 
rate, both jobbers and dealers in the 
hardware field are good-humored in 
the midst of obvious difficulties. At 
their meetings little sour complaint is 
registered. “Business is going along 
because it has to go along. We don’t 
like the situation, but we’re doing our 
best to change it for the better.” 
Charles A. Dressel, retiring president 
of the Chicago Retail Hardware Asso- 
ciation, said that the other night. It 
seems representative of healthy retail 
opinion. 


ELECTRICAL GOODS 


Electrical appliances have been 
moving well, much better than during 
the early part of the pre-holiday buy- 
ing season. With the approach of 
Christmas a distinct swing in favor of 
the higher priced items became evi- 
dent. Electric heaters are among the 
leading sellers; several new makes of 
these have appeared on the hardware 
market. Toasters and waffle irons, al- 
‘ways conspicuous in retail displays of 
gift goods, have shown increased sell- 
ing speed at the wholesale houses. 
Demand for electric clocks is keen and 
has been accentuated within recent 
weeks. Such clocks for every domestic 
purpose are proving to be enlivening 
factors in many hardware stores. 


MIDGET RADIO ACTIVE 


Radio, of course, is sharing the 
stimulus of Christmas demand. Mantel 








AT A GLANCE 


Holiday business is at its 
seasonal height. Toys and 
winter sporting goods are in 
excellent demand. Collections 
are reported slow. 

x * * 


Hardware dealers are using 
aggressive methods to better 
the present situation and trade 
sentiment is healthy. Electri- 
cal goods have been moving 
well. 

x * % 

Midget radio sets continue 
to enjoy an excellent demand. 
Jobbers salesmen are booking 
orders for several spring 
lines for later delivery. 

+2 6 


Wood screws have been ad- 
vanced approximately ten per 
cent. Wire cloth prices are 
somewhat higher for the com- 
ing season. Nail quotations 
are firm at a low level. 











models are particularly prominent in 
current distribution, but by no means 
to the exclusion of the larger sets. 
Whether it registers in terms of ac- 
tual buying or not, public interest in 
radio is as marked as ever; indeed, 
considering the steady refinement of 
performance and design, it is even 
more so. The midgets, of course, have 
made inroads in the movement of the 
larger cabinet jobs, especially with 
respect to prospects living in small 
apartments. Urban demand for such 
sets has been well-nigh phenomenal. 
Some of the factories have had to ex- 
tend operations in order to make any- 
thing like prompt delivery and the 
jobbing supply of the midgets has 
from time to time been pretty well 
depleted. 


FUTURE ORDERS 


Wholesale traveling men are hard 
at work on spring futures, especially 
for steel goods, garden hose, lawn 
seeds and fertilizers. Such orders are 
being booked in fair volume by sales- 
men covering the better agricultural 
sections. City business on these lines 
is relatively light. Files have been 
selling rather freely of late. So have 
bolts and nuts. Two or three leading 
bolt and nut manufacturers seem to 
think prices are now as low as they 
are going to be. Retail stocks of me- 





Gift Trade at Seasonal Height 
Prices Are Showing Firmer Trend 


chanics’ tools continue small. Lawn 


mower futures are hard to get. 


SCREWS ADVANCE 


An average advance of 10 per cent 
has gone into effect on wood screws, 
covering all kinds. This is the feature 
of the manufacturers’ new price lists 
issued earlier in the month. Prices 
had been widely cut on the previous 
lower sheet. It remains a question as 
to whether these latest figures will 
help steady the wood screw market. 
Orders are starting for 1931 shipment 
of wire-cloth at the new higher prices 
recently announced. Jobbers here be- 
lieve that sales on galvanized wire will 
probably be helped by the present 
close margin of extra cost above the 
painted wire-cloth. 


NAIL MARKET 


Makers of wire nails generally seem 
to concur in the new price schedules 
issued Dec. 5.. These are low. In vir- 
tually every quarter they are rec.3- 
nized as offering a finally attractive 
cost basis to the retail hardware trade. 
Mills apparently are determined to 
hold the market firm, since it is de- 
clared with emphasis that costs of 
material and manufacture permit no 
further decline. There are signs that 
the trade at large accepts this view. 
Wire nails in less than carload lots 
are today selling at $2.40 base out of 
Chicago jobbing stocks. Since most 
merchants are occupied with the holi- 
day rush current movement of nails 
and wire is moderate. 





Union Fork & Hoe Publishes 
Booklet “Better Gardening” 


“Better Gardening—What, When and 
How to Plant” is the title of a book 
announced by The Union Fork & Hoe 
Co., Columbus, Ohio. Harry O’Brien, 
former associate editor of Country Gen- 
tleman, member of the agricultural jour- 
nalism staff of Ohio State University and 
a writer for leading national farm and 
floricultural magazines, wrote the book. 
Included in the booklet is a fund of valu- 
able information on actual gardening op- 
erations. It is said to be the first in- 
stance of this information being gath- 
ered between the covers of a book. 


Round Oak Gas Ranges 
Shown in Attractive Catalog 


The Beckwith Co., Dowagiac, Mich., 
recently issued an attractive catalog show- 
ing and describing new models.  Illus- 
trations are in actual color. Complete 
specifications as to measurements, weights, 
etc., are given, as well as examples of 
how to specify the model desired. Con- 
struction features are indicated for the 
model O, 6Y and 6YZ gas ranges. 





























HARDWARE AGE for DECEMBER 25, 1930 57 





SSE ERLE 














Same volume with 50% less investment 





a tae A tip from a man who knows 
KENTUCKY HARDWARE & IMPLEMENT 





» ASSOCIATION MR. REDD’S letter is a frank statement by 
_— rion “aioe a a practical hardware merchant. What this 
ee MOUS KESTUCRY 20th, 1930.) display table has accomplished for him 

——e it will accomplish for you. Read Mr. 
mo completed a remodeling program laid out Wy the. Redd’s letter carefully. It’s full of meat. 


Nations] Retat] Hardware Association, covering our entire first floor. This 
program included a new flat top cutlery case which made a wonderful increase 


in our cutlery sales from the very start, This summer we installed a new 
Remington Cutlery display in this case by simply removing the glass partitions 
and dropping the display units on the bottom of this case, 
a 


I know now, that the new Remington Display is going to reduce the e 
investment in the Cutlery department at least 50%, which means that tho turn- 
over will speed up, and more turn means more net profit.: I know now, that we M4 
can get just as much volume with the patterns we have decided to stock all the President 
‘time, as we were getting with 504 more investment, to say nothing of the odds 
and ends that were continually accumulating. Wot only that, the stock will be 
kept. in better shape, as the customer sees only one knife of each pattern, and 
that with the blades open. [fe have noticed quite frequently since the instal- 
lation of the display, particularly on busy days, that the customer has already 





made a selection from the case, before the salesman gets around to serve him, The Greatest Value Ever Offered — 
The Displey i lendid le of Stock C 1 ded . o 
our asscsia ae, oat Ding iret pi yageenetie i yt poy outer ae ae The Remington Standard American 


to make more net profit from his Cutlery department, 


Dollar Pocket Knife 


Yours very truly, 

















Mr. Veach C. Redd, Cynthiana, Ky. 
Pres. Kentucky Hardware and 
Implement Association 


REMINGTON ARMS COMPANY, Ine 


Originators of Kleanbore Ammunition 
25 Broadway, New York City Telephone, Digby 4-0766 


Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 





© 1930 R. A. Co. 
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NEW YORK: 


NEw York, Dec. 28. 


[ AST minute rush orders for holi- 
day merchandise have not been 
received in the avalanche cus- 

tomary during the few days preced- 
ing Christmas in previous years. 
However, a fair volume of fill-in or- 
ders are being received and it is be- 
lieved that wholesale sales of holiday 
goods will not fall far below last 
year’s. Hardware wholesalers in the 
metropolitan area who distribute 
Christmas lines to a greater extent 
than most other jobbers in the dis- 
trict expect aggregate sales for the 
current month to compare favorably 
with the corresponding month of last 
year. 


ADULT GIFTS SUFFER 


Gift merchandise intended for chil- 
dren, such as toys and wheel goods, 
is relatively in better demand than 
the class of holiday goods suitable as 
gifts for adults. This is attributed 
to the fact that the grown-ups are 
economizing in some instances on 
gifts to each other, but that the same 
economy is not being practiced with 
reference to children. It appears 
that most kiddies will have just as 
many reasons for being happy on 
Christmas day as they have had in 
the past. As an example, electrical 
appliances, as a rule, have not par- 
ticipated in the holiday movement to 
as great an extent as in former sea- 
sons. Despite the absence of snow- 
fall, sleds have been in active de- 
mand. Tool chests for gift purposes 
have moved in fair volume. Cutlery 
has enjoyed a fairly good demand. 
Christmas tree holders are moving 
better than they did last year, as 
_ trees are plentiful this year and a 
shortage of trees existed a year ago. 
Christmas tree lights are also in some- 
what better demand, due to the same 
reason. Electric clocks and several 
other lines new to the trade this sea- 
son are in excellent demand. 


PROSPECTS BRIGHTEN 


Less difficulty has resulted in the 
credit situation than many hardware 
distributers anticipated when the 
Bank of the United States closed the 
doors of many branches in the metro- 
poitan district recently. Many dealers 
who formerly paid their bills with 
checks on the institution almost im- 
mediately began settling their ac- 
counts with checks on other banks and 
comparatively few instances are re- 
ported where hardware merchants 
were unable to make necessary ar- 
rangements for tiding themselves over 
the emergency. In the end, it is 





AT A GLANCE 


Last minute Christmas busi- 
ness has not developed as 
briskly as in previous seasons. 
A fair volume of fill-in orders 
are being received. Some 
wholesalers expect December 
sales to compare favorably 
with the same month of last 
year. 

* % & 

Gift merchandise intended 
for children is in better de- 
mand than gift goods suitable 
for adults. It is the opinion 
of the trade that a healthier 
tone predominates in the fi- 
nancial structure as a result of 
recent bank closing. 

* # & 

Raw copper appears to have 
firmed at the recent ten cent 
level. Increased residential 
construction is predicted in 
the Spring. Future orders are 
being booked in fair volume. 
Prices have undergone no 
major changes during the past 
week. 











thought the occurrence will have a 
beneficial effect in that it has made for 
a healthier condition in New York’s 
financial structure. Some declare the 
reaction will be so favorable in bank- 
ing circles that prospects for the 
future business activity have been ma- 
terially enhanced. A somewhat bet- 
ter trade sentiment is also evident, 
due to the fact that inventory time is 
drawing near. It is thought that in- 
ventories will disclose that stocks in 
many cases are inadequate and a good 
volume of replenishment business will 
be forthcoming when the annual stock 
taking procedure is completed. More 
stable price conditions recently have 
also had a tendency to lower the re- 
sistance of buyers who were wary 
over the fluctuations of quotations on 
hardware products. The first quarter 
of the year is expected to show grad- 
ual improvement and many believe 
that by fall conditions will have re- 
gained a near normal status. They 
point out that most leading econo- 
mists concur in this belief. 


COPPER AT TEN CENTS 


The quotations on raw copper have 
firmed somewhat at the recent ten- 


Late Holiday Demand Is Moderate 
Prospects for New Year Brighten 


cent level. Most custom smelters are 
now selling at that price. The pres- 
ent figure is %c. per pound above the 
low point .of the year. In other 
words, of the 214c. gain following the 
completion of the world curtailment 
conference, only %2c. remains. Those 
who then criticized the marking up 
of the price, it would appear, have 
seen their position justified. Domes- 
tic consumers are covering their needs 
for about four months in advance. 
Increased business is expected in car- 
load lots on account of the lower 
prices. 


CONSTRUCTION 


With no increase in building ac- 
tivity, the demand for builders’ hard- 
ware, tools and construction supplies 
continues light. It would seem that 
present construction is largely of the 
type which holds little of interest for 
the hardware wholesaler and retailer, 
as most projects are large buildings. 
An increase is indicated in residen- 
tial construction for next year and if 
the activity develops as predicted, 
trade in builders’ hardware and re- 
lated lines will be stimulated in the 
early spring of next year. 


FUTURE ORDERS 


The fact that some special offers on 
spring lines will be withdrawn by 
manufacturers on Dec. 31 has had a 
tendency to increase the number of 
future orders being booked for later 
delivery. Window screens, _ screen 
doors, poultry netting, screen cloth, 
lawn fence, lawn mowers, lawn rollers 
and garden tool orders constitute the 
major portion of the future business 
already taken. 


THE PRICE TREND 


While no important price changes 
have been made during the past week, 
numerous minor revisions are antici- 
pated when manufacturers of many 
lines issue 1931 price lists after the 
turn of the year. 

Although prices in general do not 
have an advancing tendency it ap- 
pears that most quotations are fairly 
firm at about the present level. 
Fewer price concessions are being 
granted, which indicates that prices 
are becoming more stable. 


COLLECTIONS 


The credit situation shows little 
change in volume from that of recent 
months. Collections are rather spotty, 
baing fairly good in most instances 
and very slow in others. The average 
is considered satisfactory in view of 
general business conditions. 
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Avoiding Another Serious Depression 


In the following excerpts from the 
Jan. 1 issue of Looking Ahead, a 
prospectus of business written by 
Alvan T. Simonds, president, Simonds 
Saw & Steel Co., the forces which 
cause business depressions are de- 
scribed, and it is explained how they 
may be foreseen in advance through 
an accurate forecast. The article, in 
conclusion, points out that while an 
upward swing in business is antici- 
pated during 1931 and into the first 
half of 1932, that a serious depression 
can be avoided, following the expected 
upturn, if money rates can be pre- 
vented from rising to extreme highs 
in 1931 and 1982. 


“Just as the basis of every de- 
pression is laid in the preceding pe- 
riod of prosperity, so the basis of 
every prosperity is laid in the preced- 
ing period of depression. . . . We 
never see the impelling forces from 
which revival springs until after- 
wards.’ ’—The National City Bank of 
New York. 

“Are we to believe that bankers 
and business leaders, including busi- 
ness publishers and editors, in gen- 
eral never see the impelling forces 
from which depression springs until 
afterwards? The record shows that 
if they do see these forces during 
prosperity (for it is then when the 
forces are impelling us toward de- 
pression) they do not themselves 
spread the knowledge and they severe- 
ly censure others who do. We are 
about to enter a new era of pros- 
perity. The impelling forces have 
been at work for a year or longer. 
As George E. Roberts states, they 
have not been seen. Later on we shall 
have many post facto accounts of 
what they were and how they changed 
depression to prosperity. 

“Looking Ahead has for mnay years 
been pointing out that while we may 
not at any given period of the busi- 
ness cycle be able to see all or even 
the decisive forces that bring about 
a change in the trend of business, 
yet there is an economic factor that 
is the resultant of all these impelling 
forces. This factor is the cost of 
credit. This we can see and follow 
in its changes. 

“The chart shows that each short 
cyclical swing in business since the 
war has been preceded (beginning 
about a year earlier) by a correspond- 
ing movement in money rates re- 
versed. The chart uses commercial 
paper rates, New York. In the short 
cyclical swings of the cost of credit, 
the various rates fluctuate practically 
together. A composite of money rates 
would doubtless be preferable to any 
single series. Rates for credit used 
in speculation in 1928 and 1929 would 
influence this composite rate more 
than commercial rates. Excessive 
speculation in 1929 was perhaps the 


chief of the impelling forces toward 
depression. In 1919 and the first 
half of 1920 commercial rates exer- 
cised a relative influence much greater 
than they did in 1928 and 1929. 
Business excesses in 1919-1920 were 
probably equally to blame with specu- 
lation. What a comment upon the 
intelligence of our business leaders 
and bankers is Mr. Roberts’ implied 
statement that these impelling forces 
were not seen until afterwards, when 
it was too late to counteract their 
disastrous effect. Can we not do 
something to prevent a repetition of 
this during the coming revival up to 
prosperity? 

“The upward movement in money 
rates reversed (i.e., the filling up of 
the credit reservoir) from December, 
1929, to date forecasts, as it has in 
each similar situation since the war, 
a business revival. As in each pre- 
ceding case, there is a possibility that 
this forecast may not prove to be 
correct. We believe it will prove true; 
but the particular point we wish to 
stress now is this—if business revives 
through 1931 to another cyclical peak 
in the first half of 1932, let us make 
sure that the unseen forces acting 
during the revival and impelling busi- 
ness down into depression are dis- 
covered or, if this is impossible, that 
they are counteracted. Long before 
sea captains knew what caused disas- 
trous storms, they were guided by 
the barometer, expecting them and 
making ready to fight them. We be- 
lieve, as in the past, revival will be 
accompanied by increasing money 
rates. If because of speculation, be- 
cause of business excesses or for any 
other reason, money rates are allowed 
to go to extreme highs, then a de- 
pression is bound to follow. Let us 
educate to the end that they do not. 
Let us organize to accomplish that 
end. 

“Some interesting facts are shown 
in the chart. It shows that in 1920, 
in 1923 and in 1929, in each case, 
industrial production at its peak was 
16 per cent above the normal trend 
of 3% per cent increase annually. It 
shows that it was 20 per cent below 


in 1921 and 23 per cent below in 1930, 
but only 10 per cent below in 1924. 
The 1926 peak was but 10 per cent 
above and the 1927 bottom but 5 per 
cent below the trend line. 

“From the fall of 1924 to the fall 
of 1928, industrial production fluctu- 
ated between 10 per cent above and 
5 per cent below the trend line. 
Please read that statement carefully 
and then compare it with this: From 
the fall of 1923 to the fall of 1928, 
commercial paper rates, New York, 
fluctuated between 3 per cent and 5 
per cent. Business maintained itself 
on nearly an even keel during 1925, 
1926, 1927 and the larger part of 
1928. It is only when money rates 
move to extreme highs as in 1920 and 
1929 that we are likely to have a 
serious depression. The revival from 
the serious depression may be car- 
ried too far, even though money rates 
do not go extremely high. This was 
the case in 1923. Then Secretary 
Mellon and Secretary Hoover warned 
business and especially the building 
industry that they were going too fast 
and too far and unless they called a 
halt, we should have a repetition of 
1921. But for this warning money 
rates would doubtless have risen much 
higher than they did. 

“May, 1926, we forecast the decline 
in 1927 and the revival to a peak in 
1929. May, 1928, we said that if the 
cost of credit continued. to increase 
and building to fall off, the existing 
upswing in business would be fol- 
lowed in about a year by a decline. 
November, 1928, we charted business 
moving up to a peak in April, 1929, 
and then down to a hole in July, 1930. 

“During the current year we have 
forecast an upward swing through 
1931 into the first half of 1932. In 
this issue we point out that this up- 
ward swing will be followed by a 
decline unless—business men and 
others prevent it by not allowing 
money rates te go to extreme highs. 
Is it not sound reasoning and good 
logic to claim that if we can prevent 
money rates from rising to extreme 
highs in 1931 and 1932, we shall avoid 
a serious depression?” 
























































Chart 1. Short Cycles Since the War 
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The dotted line is commercial paper rates, New York City, reversed.. The heavy solid 
line is the volume of industrial production, Federal Reserve Bulletin. The light solid 
line running through 1931 into 1932 is the estimated volume of industrial production, 


if the fifth cycle develops as have the preceding four. 


100, the base line for 


industrial production, is adjusted to an annual increase of 32%. 
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THE STANDARD “CHIEFTAIN” 


| Dealer’s 
Average 
Profit 

is $60 
per range 
| 

| 

| 

| 

| 


How does this average 
profit (actual experience 
of Standard dealers) 
compare with present 
average profits in your 
stove department? ... 
Standard Electrics not 
only increase profits but 
bring added volume by 
broadening your stove 
department into a com- 
plete department. Send 
for booklet ‘What is a 
Hardware Dealer?” . . It 
gives interesting facts. 


STANDARD 
ELECTRIC 
RANGES 





STANDARD ELECTRIC STOVE CO. 
TOLEDO, OHIO 


[ ] Please send booklet *‘What is a 
Hardware Dealer?”’ 


{ ] Send copy of Standard cata- 
logue. 














How Electric Refrigerators Added 
$20,000 to Spoerl’s Volume 


(Continued from page 37) 


is made for service as well as a 
charge for necessary materials 
used in making repairs. 


New residential buildings are 
watched closely as this is one means 
for obtaining live prospects. Often 
it is possible to sell an electric re- 
frigerator while the building is be- 
ing planned. In such cases, a special 
booth or compartment can be built 
into the kitchen to accommodate 
the box, and the unit, if preferred, 
can be installed in the basement. 
Frequently, the purchaser can be 
sold on the advantages of construct- 
ing a special compartment for the 
box, when the point is brought out 
that it will then be easy to provide 
double insulation, by filling in the 
space between the box and the com- 
partment with mineral wool or 
some similar insulating material. 


Other prospects are obtained 
through the usual manner. Prob- 
ably the greatest number are ob- 
tained from satisfied purchasers 
who are glad to say a good word 
for the refrigerator and Spoerl’s 
service, when the opportunity pre- 
sents itself. Newspaper advertise- 
ments, inserted on a cooperative 
basis with the manufacturer, are 
another effective means for devel- 
oping prospects. Outside salesmen 
also take note of house’ displaying 
ice cards, and if the general ap- 
pearance of the residence conveys 
the impression of housing a family 
which would be able to afford an 
electric refrigerator, the address is 
placed on the prospect list and the 
salesman makes a call at his first 
opportunity. One window is used 
exclusively by the store for featur- 
ing electrical merchandise and elec- 
tric refrigerators are displayed at 
frequent and regular intervals. In 
the window displays the store uses 
imitation food-stuffs made of wax 
for display purposes. The set in- 
cluding 35 wax reproductions of 
fruit, bottles of milk, meat and va- 
rious vegetables was purchased for 
$20 and the store believes the sum 
was well spent. Ten or twelve elec- 
tric refrigerators are always car- 
ried in stock and larger sizes and 


replenishments can be secured from 
the distributor in Cincinnati within 
a few hours. The refrigerator de- 
partment, which is located on the 
second floor of the store in a room 
adjoining the electrical department, 
is shown in an accompanying illus- 
tration. 


It is noteworthy that most sales 
are made for cash within 60 days, 
as it is the policy of the store to 
concentrate selling effort on pros- 
pects who are able to pay cash. 
This does not mean that the store 
does not sell refrigerators on in- 
stallments as the privilege is gladly 
extended to responsible parties. 
When the time payment plan is 
used, an attempt is made to get 
from 20 or 25 per cent as a down 
payment. As long as 12 months’ 
time is granted on the balance and 
a carrying charge of approximately 
10 per cent is made. 


Electrical refrigerators provide 
the largest revenue of any single 
line in the store’s extensive elec- 
trical department. Having a com- 
plete line of electrical merchandise 
has established the firm in the 
minds of people residing in its ter- 
ritory as a place where they can be 
sure their needs for anything elec- 
trical can be quickly and satisfac- 
torily satisfied. This has been a 
helpful aid in selling electrical re- 
frigeration and other major elec- 
trical specialties. The store has 
handled lighting fixtures for 15 
years and although the public util- 
ity company also carries this line, 
Spoerl’s are the leading local source 
of supply. Several union electri- 
cians are employed. One works al- 
most exclusively installing new fix- 
tures, while four others are kept 
busy on wiring jobs. The wiring 
jobs for new structures are usually 
let by contract and the average wir- 
ing job and fixtures for a new six- 
room residence entails an expendi- 
ture of about $150. Some rewiring 
is still being done in old homes, 
according to Mr. Spoerl, but this 
type of work is not as profitable as 
wiring new structures. Minor jobs, 
such as putting in floor and base- 


~ 
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board receptacles, are profitable and 
the margin on lighting fixtures is 
said to be good. Many persons liv- 
ing in homes having obsolete fix- 
tures are replacing them with those 
of the modern type, which has 


served to broaden the fixture mar- 
ket to some extent. 

The department also impresses 
the store visitor by its complete- 
ness, conveying the idea that any 
electrical need can be provided. 





Spoerl’s Electrical Department Occupies the Entire Second 
Floor of the Store Building 


Cox Attacks Capper-Kelly Bull 


(Continued from page 41) 


against the unfair practices of the 
chain store would be brought about. 
Of course, no one knows the fallacy 
of this argument better than the 
manufacturer himself, but the con- 
tention that he has heretofore made 
he can make no longer. But he has 
not taken the pains to inform those 
who have already been deceived of the 
change in this bill.” 

Discussing the effect of the so- 
called limitation of the act to first 
sale on the wholesaler and the job- 
ber, Mr. Cox declared that it would 
promote direct buying from the 
manufacturer by the retailer. And 
this, he claimed, would mean the com- 
plete exhaustion of the middleman or 
the wholesaler and jobber as a mat- 
ter of self-preservation will enter 
upon a policy of selling direct to the 
consumer, and this would mean that 
the retailer will be forced out of busi- 
ness. Under the law, it was stated, 
there is no longer any community of 
interest as between the wholesaler 
and the retailer, “and I dare say no 
one will dispute this proposition.” 

Mr. Kelly insisted that independent 
business can compete in fair com- 
petition with anybody else. Mr. Cox 
said that the independent cannot com- 
pete, as Mr. Kelly claimed, with chain 
stores. 

Mr. Cox charged that manufactur- 
ers have misled the public into think- 


ing the bill would be beneficial to the 
latter. He claimed that there are not 
a half dozen informed members of the 
House but have grave doubt as to the 
wisdom of adopting the bill. 

Commenting on the claim of manu- 
facturers that chain stores injure the 
trade-marks of the former, Mr. Cox 
said the manufacturers already have 
the remedy in their hands by ceasing 
to sell to chain stores. 

Replying briefly, Mr. Kelly said Mr. 
Cox had endeavored to put him in the 
position of saying that the measure 
will not legalize a contract between 
wholesaler and retailer. Mr. Kelly 
declared that he had always held that 
the measure would make legal a con- 
tract between a vendor and vendee 
as to the resale of a trade-marked, 
standard article, which is in compe- 
tition with similar articles. In an- 
swering the repeated charge that the 
measure is a manufacturers’ bill, Mr. 
Kelly said Mr. Cox ought to be in 
touch with the independent retailers 
of his district and the country, who 
have time after time earnestly be- 
sought Congress to give them some 
kind of relief from destructive, cut- 
throat competition. Only one organi- 
zation of retailers, Mr. Kelly said, has 
opposed the measure, “and that is the 





National Retail Dry Goods Associa- | 


tion, dominated by chain department 
(Continued on page 63) 





Puzzled? 


Do you know what 
styles and weights of 
hammers sell best? 
We have prepared a 
folder which gives 
this information, 
taken from a survey 
made by the National 
Retail Hardware 
Association. 


It’s yours for the ask- 
ing, it shows the six 
best-selling styles 
and the most popular 
weights—an aid to 
intelligent buying. 








Please send me the folder *‘Best Sellers’? 


jo 1 ee ee TS ONE Serer f Ee et eR 


az, YOUR HAMMER SINCE 21843 


Hammers 


3830 


| The David Maydole Hammer Co., Norwich, N. Y 
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ALLITH 


Built-in 








“Reliability” 








means greater 
“Salability” 


Making Reliable Hangers is our one big 


job; we trust no one else with any part of it. 
Allith craftsmen direct every operation; 
Allith chemists test every process. We mix, 
mold and anneal the iron; we machine, as- 
semble, paint and pack the product entirely 
within our own organization. This built-in 
reliability is an important reason for our 
quarter century of success; it is an out- 
standing reason for continued and greater 


Allith “1080” 


Designed for folding- 
sliding garage doors. 
Allows doors to fold 
back at any angle; pre- 
vents sagging or slam- 
ming. Double adjust- 
ments; roller bearing 
wheels; ball bearing 
swivels; vertical side 
rollers and one-piece 
Certified Malleable 
frame and apron. 


garage door hardware sales by our dealers. 





Catalog 97—the Authentic 





Allith ‘11807 


For 3, 4, 5 or 6 door 
garages. Uses the re- 
liable round track. Steel 
frame; swivel type; re- 
versible; vertical ad- 
justment; machined cast 
wheel; improved easy 
lubrication; won’t balk, 
jam, stick or jump the 
track. The safety guard 
prevents derailment. 


“BUYER’S GUIDE” 


FOR BUILDERS’ HARDWARE 


If you haven’t a copy, don’t neglect getting yours 


now. Be prepared to advise your customers about 
every type of door hardware and carrier equip- 
ment. Be ready for those “special orders” for 


hardware not regularly stocked. 


“Cash-in” on 


more money making hardware jobs with the aid 


of this handy sales manual. 


write 


ALLITH-PROUTY CO. 





It’s yours! Just 





DANVILLE, ILLINOIS 


Airport Door Hardware 
Garage Door Hardware 
Fire Door Hardware 
Spring Hinges 

Industrial Door Hardware 


Certified Malleable Iron Castings 


Overhead Carriers 
Rolling Ladders 

Door Hangers 
Malleable Iron Washers 
Stadium Seat Brackets 























The Way to SELL 


Housefurnishings 


(Continued from page 28) 


the customer what we think of him. Not because of the 
old and idiotic quotation, “The customer is always 
right,” but for the sake of future business and polite- 
ness. Thank goodness, we do not have many customers 
like this, and if we will only use tact we will win them 
over. 


When a customer comes in and everybody is busy, 
always let him know that you see him, and tell him that 
someone will get to him in just a few minutes. This 
will hold people who would have left the store without 
getting served. It makes them feel better to know they 
are noticed, too. 


The Price Question 


Like other stores, we have customers come in and tell 
us they can buy some article much cheaper at some 
other store. Usually we call up the store mentioned by 
the customer and in almost every case we find that he 
has misrepresented it. I think these people tell us 
these things just to make us cut our prices. I have 
found that it does pay to stick to our price on the 
merchandise we offer. Customers have gone out and 
returned with the information that the items they had 
thought of buying elsewhere were not as good as ours. 
When they do that, you have made a point worth while. 


A little courtesy that is important is wrapping a lot 
of small parcels belonging to your customer into one 
easily carried bundle. It is an easy thing to do and is 
much appreciated. 


Finally, since this article deals with selling, it should 
be remembered that while the employer is the capital 
of the business, the sales force is the “main spring.” 
The real success depends on them, because they are the 
ones who come in contact with the people. 


Andre Pressometer 


Dorset Holding Corp.,& 
Times Building, New 
York City, offers the 
Andre Pressometer, for 
testing the pressure of 
ballcon and other styles 
of tires. Tire pressure 
may be determined 
without removing the 
valve cap or guard. 
Tester is flat, pear- 
shaped and made of 
aluminum. A plunger 
extends out from the 
top of the tester. To test a 





tire it is only necessary to push the tester 
against the sidewall of the tire until the flat top rests squarely against 
the tire. Indicator shows the air pressure of the tire. It remains sta- 
tionary after being used and is reset by simply moving it back to zero. 
Tester may be carried in vest pocket. Suggested retail selling price is 
$2 with leather case or $1.75 without case. 
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oA W. Dunn’s Opinion (Continued from page 40) 


manufacturer (if he makes such a 
contract) to equalize the purchase and 
selling price of the single retailer and 
the chain store. That the provision 
would fail to realize its purpose is 
clear upon analysis. In the first place 
a manufacturer is under no obligation 
to make such a contract, and if and 
to the extent he does not do so, the 
provision is inoperative. In the sec- 
ond place the provision is also in- 
operative if and to the extent the 
manufacturer either sells in intra- 
state commerce or sells to the whole- 
sale trade. In the third place a manu- 
facturer could not place himself under 
such a retail price obligation and suc- 
cessfully continue to sell non-service 
retailers, principally the large chain 
stores. How inconsistent this pro- 
vision is the following illustrations 
establish: it excludes a village for 
some unknown reason; it leaves the 
manufacturer who sells to the whole- 
saler free to fix a variable price to 
him and for his retailer customers 
to pay. And since most retailers buy 
from the wholesaler, one is at loss 
to understand why they think this 
provision will benefit them. Moreover, 
it does not apply where the retailer 
buys private brand merchandise. If 
the provision could be effective one 
result would be to promote general 
direct buying. What do the whole- 
salers think of that? 

The basic criticism made of this 
provision, however, is not that it is 
ineffectual or inconsistent, but that it 
is offensive to good economics, de- 
structive of the competitive principle, 
and contrary to sound public policy. 
This because it is directed to and, 
to the extent it is effective, will ar- 
bitrarily require price and resale price 
equality in the retail distribution of 
articles of daily consumption and use. 
The criticism is later considered in 
more detail. 


Section 2 next provides that any 
resale price agreement validated by 
Section 1 is subject to the further 
implied condition that the vendee may 
resell at other than the agreed price 
to dispose of a damaged or deterio- 
rated product (with notice of that 
fact) or to close out a stock for dis- 
continuing a product or disposing of 
a surplus toward the end of a sea- 
son, in case of a seasonable article. 
It also grants a similar price reduc- 
tion privilege to a receiver in a bank- 
ruptcy sale, etc. 

This provision is included, of 
course, to protect the dealer. It rec- 
ognizes the principle that there are 
circumstances under which the dealer 
is economically justified in selling at 
other than the agreed price. It un- 
dertakes to define these circumstances. 
And the question is whether the defi- 
nition is comprehensive, as it mani- 
festly should be. The mere state- 
ment of the definition establishes that 
it is not. It is self-evident that these 
circumstances are many, varied and 
subject to constant change. No enu- 
meration can be complete; any enu- 
numeration is certain to be found 
wanting. It is said that the so- 
lution of the problem is to provide 
in Section 1 that the contract is sub- 
ject to immediate cancellation by 
the vendee, in his discretion. It is 
said that the solution is to add a com- 
prehensive saving clause. It is said 
that such a clause would be one per- 
mitting the vendee to resell at other 
than the agreed price if he first offers 
the product back to the vendor at its 
cost price and the latter refuses or 
neglects to rebuy it. But whatever 
it may be, there should be a due so- 
lution of the problem from the stand- 
point of both the dealer and the pub- 
lic. And if the bill is so modified 
there will be some who will ask: How 
valuable would such a contract be in 
practice? 


Cox Attacks Capper-Kelly Bill 


(Continued from page 61) 


stores, who profit from this unfair 
practice.” 

“The gentleman’s point that the 
consumer is not protected leaves out 
entirely the purpose of this bill,” said 
Mr. Kelly. “We are endeavoring to 
deal with an evil that is admitted by 
every thinking man, and that evil is 
the use of a standard, trade-marked 
article as bargain bait for the pur- 
pose of luring the public into stores 
where other articles can be sold at 
excessive profits.” 

Contending that Mr. Cox has ap- 
parently never realized the purpose 
of the bill, Mr. Kelly pointed out that 
the bill is intended to restore a right 


held up until 1911 by which any in- 
dependent manufacturer could make 
an agreement with a distributer as to 
resale prices. That right, Mr. Kelly 
said, was taken away by a decision 
of the Supreme Court in the Dr. Miles 
case. However, he pointed out, at 
the present time State courts are 
holding it legal in many cases to 
maintain a resale price by agreement. 
He also cited the case of the Fisher 
Flouring Mills Co., where the Su- 
preme Court of the United States 
“makes an unanswerable argument 
that this right is necessary for the 
protection of honest business.” 
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Size Shown 
on Each Box 





Bakatax save your time by show- 
ing the tack size on the end of 
each individual box. There it is 
for the consumer to see without 
tearing open half a dozen boxes 
to find what he wants. And the 
modernly designed Bakatax dis- 
play box looks well on a promi- 
nent counter or table where it 
will remind consumers that they 
need tacks, Bakatax are rust re- 
sisting, sanitary and attractively 
blued. Just send a card giving 
your name and your jobber’s 
and you will receive samples 
of Bakatax. Geo. Baker & Sons, 
Inc., Brockton, Mass. 


STULL CLEC 
Sead fora FREE SAMPLE 
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Speed Up 
the 
Wheels of 


Industry 


Write to your jobber 
today for any of the 
merchandise adver- 
tised in these pages. 
Don’t wait for the 
iobber’s salesman. 


You may forget. 
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Need Hinges — 


For many years the Arcade Spring hinges 
‘ have served their users well. They are 
hinges with a quick, powerful, and long 
lasting action. The spring is so attached in 
the hinge that the dead center between 
the hold back and the forward action is 
practically eliminated. 
The sets are equipped with two hinges, 
a door pull, and nickel plated hook and eye 
with all necessary screws. They are fur- 
nished in either a black Japan or Udylite 
finish. Ask your jobber for Arcade hinges 
and write us for our catalog. 


We 
Make Hinges 
ARCADE “="Pavs 


ARCADE MANUFACTURING COMPANY 


FREEPORT, ILLINOIS 


REPRESENTATIVES: 
J. T. Rowntree, Inc. 








BRANCH OFFICES: 


New York Dallas 
200 Fifth Avenue D. D. Otstott San Francisco Portland 
i tos Angeles Seattle 
Salt Lake City Denver 





Chicago ne. 
553 W. Randolph St. Santa Fe Bldg. 


Thumbs Down on the 
ud Courtesy Discount” 


(Continued from page 31) 


In commenting on this matter, the Kansas City Star 
says: “Mr. Morton is a former president of the Federal 
Business Association. Its function is to foster close 
cocperation between the various Government depart- 
ments so as to eliminate duplications and waste. The 
Area Coordinators of the country have a similar work, 


| the whole process being under the general direction of 


a chief coordinator in Washington. It fosters such 
economy measures as using alcohol seized in Federal 
raids, for Government car radiators in winter weather, 
and the loan of Army trucks at Fort Leavenworth for 
use by the post office department in delivering Christ- 


mas mail.” 


One of the things which further roused the ire of 
Kansas City merchants was the reference in Mr. Price’s 
letter to sending replies in the “inclosed franked en- 
velope.” This matter was reported to the post office 
department in Washington. The result was that the 
Federal Business Association refunded the amount of 
the postage in question. 


Mr. Price was meanwhile invited to confer with the 
Merchants Association of Kansas City, and it is our 
understanding that such a conference was held. It 
is also our understanding that when Mr. Price turns in 
his report to the Federal Business Association, for the 
purchase committee, of which he is chairman, he will 
recommend that the plan be dropped. 


There is no logical reason why the members of any 
special group or organization should, because of their 
membership, be entitled to special prices on merchan- 
dise for personal use. Wholesalers and retailers gen- 
erally should actively fight any such proposal. 


The Kansas City merchants deserve a vote of thanks 
for so effectively combatting this move for “courtesy 
discounts.” 


Stewart-Warner 
Small Console Set 


To meet the need for the smaller size console 
set, Stewart-Warner Corp., 1826 Diversey Park- 
way, Chicago, IIl., offers this table high model 
radio set. It is 34 x 23 x 15 inches. The elec- 
trical equipment is the same powerful 8 tube 
chassis featured in the larger Stewart-Warner 
models. Cabinet is solidly constructed of five- 
ply American walnut with a decorative front 
panel of oriental walnut. An artistic speaker 
grille, backed by rich cloth of gold, harmonizes with the grain of the 
wood. It is offered in models to operate with 60 or 25 cycle a.c. or 
dic. electrical circuits. Set has super electro-dynamic reproducer, com- 
plete with 8 standard tubes. Suggested retail selling price is $94.75, 
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Reed & Prince products are right in accuracy, 
finish and package. You can sell them w.:h 
the utmost confidence of customer satisfac- 
tion. 
These and many other types and sizes 
in steel, brass, bronze, Everdur, Monel, 
Stainless, and other special alloys and 
plain, polished, nickel, copper, blued, gal- 
vanized, cadmium or chromium finishes. 
Ask your jobber for Reed & Prince products 


REED & PRINCE MFG. CO. 
WORCESTER - - MASSACHUSETTS 











WESTERN BRANCH AT CHICAGO, 3635 IRON ST. 








No. 220 


hroughout 


the life of any structure 


GRIFFIN HINGES 


prove worthy of the im- 
portant part they play 


in daily service. 


(GRIFFIN 


nufacturing Company 


ERIE, PENNSYLVANIA 
MANUFACTURERS 


Branch Offices:- 


NEW YORK: 45 Warren ST. BOSTON: 76 BATTERYMARCH 
CHICAGO: 555 W. RANDOLPH ST. SAN FRANCISCO: 703 Marker St. 
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-the most 
complete 
line Of «++ 
FANS 
ever offered 


buaNUONE 
manufacturer 


SIGNAL ELECTRIC MFG.CO. 


MENOMINEE, MICH. 


Electrical Manufacturers since 1890 






MANUFACTURERS 











The March of the Midgets 
Grows Apace 


(Continued from page 43) 


In Delaware, Ohio, a town of less than 10,000, the 
Q. K. Hardware Store has sold thirty-two midget sets 
within the past sixty days. During this period ten 
large consoles ranging in price from $128 to $203 were 
sold. This indicates that midgets have a three to one 
lead over large sets in the trading territory around 
Delaware which may be considered representative of 


| the country as a whole. F. R. Conklin proprietor of this 
| store started handling radio sets about four years ago. 


Very little headway was made during the first year and 


| Mr. Conklin expressed the opinion that this was doubt- 
| less due to the fact that the public did not expect to 


| find radio in a hardware store. 


After the first year, 


| the radio sales volume of the store has steadily in- 
| creased each year. 


With reference to merchandising midget radio sets, 
Mr. Conklin declared that a higher percentage of midget 
set purchasers pay cash than when large console sets 
are purchased. He declared the demand for midget 
sets has been so great that _the store could have fifty 


| sets out on trial the most of the time if they were 


' mum down payment. 


available for this purpose. Due to the difficult of se- 
curing the midget sets in ample quantities, he explained 
that trials are only permitted when a sale seems def- 
initely assured. On time payment sales of midget radio 
sets, Mr. Conklin has established $17.50 as the mini- 
The balance of fifty dollars is 


| equally divided over a five months’ period. Very little 


servicing is necessary on the sets now on the market, 
said Mr. Conklin, who asserted that about 80 per cent 


| of all service calls are occasioned by defective tubes, 


| which simply require replacement. 


As an effective means for securing midget radio 


prospects, Mr. Conklin “uses the user,” by offering 


them a commission of $2.50 for providing the name of 
a prospect, not already on the firm’s prospect list, that 
results in the sale of another set. This plan is only 
known to persons who have purchased a radio set from 


| the store and is said to be a very effective means for 


| securing a live list of prospects. 


| inely appreciated. 


It also creates good 
will for the store by thus demonstrating in a material 
way that their efforts in behalf of the store are genu- 
Often, Mr. Conklin said, the plan 


| brings women into the store as radio prospects who 


| used with good effect. 


have never been in the establishment before. 


On Saturday nights, a radio set is tuned-in and 
placed in the vestibule of the store where it serves to 
remind passersby that the store specializes in radio. 
On the interior of the store, radio sets are displayed on 
special elevated platforms about six inches high, lo- 
cated between the two front entrances. Attractive 
window displays, featuring radio are also frequently 
Both display methods are pic- 


| tured in the accompanying illustrations. 
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Watch & 
Them Roll : 


HOW the customer an “Acme” Caster. Show how 

this caster rolls along easily, smoothly—without 
friction, effort, or injury to floor surface or covering. 
That is all you have to do to sell these casters. They 
long ago displaced the old-fashioned caster. Progressive 
dealers everywhere sell “Acmes” for quick sales, rapid 
turnover and greater profits. 


We shall be pleased to forward samples, quotations 
and complete information to those interested. 


THE SCHATZ MANUFACTURING COMPANY 
Poughkeepsie, N. Y. 


AGENTS: J. C. McCarty & Co., 258 Broadway, 
New York City 





BALL BEARING 


Casters 








() NATIONS 
they come to the 


LEIPZIG 


TRADE FAIRS 


For 700 years the world’s greatest markets 


From 





10,000 EXHIBITORS and 200,000 buyers come from 
every important country of the world to attend the 
semi-annual Trade Fairs in Leipzig, Germany. The 
Spring Fair of 1931 opens March Ist. 


American buyers find these trips extremely profitable 
—95% repeat their visits. This is strong evidence 
that your firm should cover the Leipzig Trade Fairs. 
Only by covering these fairs, can you know that you 
know what the whole world offers in your lines. In 
one week’s time you can shop all the markets of 
Europe and Asia. 


Among these 10,000 exhibitors there are: 


1600 exhibitors of glassware, ceramics, household and 
kitchen wares and appliances, basket ware, table ware. 


1000 exhibitors of toys, sporting goods, musical in- 
struments, Christmas and carnival goods. 


675 exhibitors of furniture and lighting fixtures. 


2500 exhibitors of building and construction equip- 
ment and sanitary engineering; welding engineering; 
electrical equipment; iron and steel products; me- 
chanics’ tools and materials; semi-finished products; 
machine tools for metals, wood, glass and similar ma- 
terials; machinery and apparatus for food and food 
luxuries; machinery for textiles, paper and similar 
products; machinery for the graphic arts; power ma- 
chinery; heating, foundry and gas fuel engineering; 
pumps, compressors, transportation and conveying 
equipment. 

Every convenience is provided for your trip—both en 
route and after you reach Leipzig. Use the coupon 
below to secure more detailed information. Kindly 


let us know which lines interest you most. 
—————————————————————————— 
LEIPZIG TRADE FAIR, INC., 11 West 42nd St., New York City 


Dame pationtarly Mnteretted: I... seceded des decicascocws 


COPS SCE SOS HOSS HHOEEEHOHMO SO TESHEHREOOCEEESEOS FEO LED ESO SEE OSE E SOL EOS 
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The New 
Improved 


New Lower Prices 
for Beene. <« 


The ONLY Portable Reel 
that permits using as 
much or as little hose as 
needed, without first un- 
reeling all of it before 
connecting to faucet. 


Increase Your Hose Reel Sales 
with this Fast Selling Nation- 


Real REEL 





; ie 
ally Advertised Reel. iS PATENTED 
Real Reel is ALWAYS ready. § Woter Tight 
No need to unwind all of your REVOLVING 
hose to connect to faucet. JOIN 


When through sprinkling, turn 
the crank and hose is neatly 
reeled out of the way. No muss, 
no kinks or tangles, no more 
hose strewn over the lawn 
exposed to the blistering 
sun—no more soiled 
clothes. + , 

Many Uses Inside And Outside The Home 
Ideal for washing windows and porches, washing car, 
filling radiator, wetting down coal and ashes, washing 
basement floor, ete. 

Dependable Year ’Round Fire Protection 

Left attached outside in summer and in basement in 
winter, Real Reel provides positive fire protection ready 
for instant and continuous use. 
ALL STEEL. Riveted joints, no wood to warp or 
decay. Nothing to injure hose or get out of order. 
Holds 125 feet % in. or 100 feet % in. hose. FINISH: 
Drum and frame jet gloss black enameled; standards 
and wheels green gloss enameled. Each in carton for 
parcel post, express or freight. Assembled 
in 3 minutes with 4 accompanying bolts. 
Ship. wt., 24 Ibs. 

FREE Selling Helps 
Circulars, letters, ads, display material, 
that move Real Reel out of your store 
and on the lawns ... 
and each Real Reel on a 
lawn sells the neighbor- 
hood. Write your jobber, 
or us. 


ANKER-HOLTH MANUFACTURING CO., Inc. 


Dept. 302 Port Huron, Michigan 


Will Not 
leak 
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SPRING HINGES 


Quality and Economy 
MAKE THIS HINGE 


The ‘Premier’ 


Combined 











Ball-bearing—Adjustable Tension 


The Chicago Spring Hinge Company believes that 
QUALITY should always be given first considera- 
tion in the design and manufacture of its hinges. 
The “Premier,” however, has been designed to re- 
quire only one rectangular mortise cut to receive the 
hinge, thereby combining economy, in application, 
with quality. 


Chicago Spring Hinge Company. 


CHICAGO NEW YORK 
U.S. A. 








Paine Co. Radiator Bracket 


The Paine adjustable radiator bracket is made from steel and is packed 
in individual cartons, complete with lag screws and steel expansion shells 
for attaching to wood beams and concrete or other solid materials. The 


“Paine Co., 2955 Carroll Ave., Chicago, Ill., makes this bracket. It 


consists of but three separate pieces: the wall piece which can be 
adjusted to the extent of 1% inches vertically and 1% horizontally, 
the foot bracket which has an adjustability of 1 inch vertically, and the 
bolt and washers, the angular washer of which hooks into the slot at 





e) 
. 























the top of the bracket as a means for holding the radiator firmly against 
the bracket. This slot gives an adjustability of 134 inches. The radiator 
extends 14 inches from the wall when set in its final position. Radiator 
bracket is made of pressed steel, 3/16 inches material by 2¥2 inches 
wide for the wall piece. It utilizes Ye inch stock for the foot bracket 
upon which the radiator rests and is made in two lengths, 10 and 16 
inches. Foot brackets for other than single column wall radiators are 
curved to conform to shape of bottom of radiator. A separate foot 
bracket is made for each of the 3, 4, 5 and 6 tube radiators. In the 
10-inch size there are 36 to a case and in the 16-inch size there are 
24 to the case. List prices are: 10-inch size, 1 and 2 tubes, $1.00; 3 
tubes, $1.25: 4 tubes, $1.35; 5 tubes, $1.45, and 6 tubes $1.55 each. 
List prices on the 16-inch size are: 1 and 2 tubes, $1.40; 3 tubes, 
$1.65: 4 tubes, $1.75; 5 tubes, $1.85, and 6 tubes $1.95. Dealer dis- 
count is 50 per cent. 


Grebe Radios With 
SK4 and AH 1 Chassis 


Grebe radio sets with 
Colortone feature are 
offered in several 
seven tube models. 
Colortone adjustment 
enables the listener 
to compensate at the 
set for differences in 
transmission — which 
occur at the broad- 
casting station and 
along the line of local 
stations operating as 
part of a chain and 
connected by tele- 
phone _ lines The 
models with the AH 
| chassis are said 
by the maker to be. rivalled only by the SK 4 chassis. A. H 
Grebe & Co., Inc., Richmond Hill, N. Y., offers the mode! 160 with 
AH | chassis, having walnut lowboy cabinet with maple pane!, to retail 
for the suggested price of $160. Model 18950 with AH | chassis is a 
walnut lowboy model with maple panels and sliding doors, to retail for 
the suggested price of $189.50. Grebe 265 has the SK 4 chassis and is 
walnut lowboy with decorative tamo panel and hinged doors. Suggested 
retail price. is $265.00. Mode! 285 employs the SK 4 chassis, with 
luxurious walnut highboy having sliding panelled doors. It is offered 
to sell for the suggested price of $285. Grebe 225M has the AH | 
chassis and is a maple console having hinged doors, concealing controls. 
The 225 W has AH | chassis. It is a walnut console similar in general 
appearance to the 225 M. Suggested retail price is $225.00. Models 
225 W and 265 are illustrated. Suggested retail prices are slightly 
higher on the Pacific Coast. All! models are furnished without tubes. 
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FIRST THOUGHT 


OF LAST=MINUTE 
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RAY-O-VAC = 


HEN that last frantic Holiday rush comes, let 
Ray-O-Vac flashlights be the first and brightest 
thought of the frenzied shopper. Flashlights properly 
displayed will solve many a customer's problem. But 
whether they buy Christmas gifts early or late, Ray-O- 
Vac profits will look good to you—especially because 
Ray-O-Vac flashlights sell themselves and save your 
time at busy counters—because they are sales that stay 
sold, and make good customers come back. 
Aggressive merchants are planning to display Ray- 
O-Vac Assortment No. 1156 (shown here), which 
combines the famous Rotomatic flashlight, the popu- 
lar Baby spotlight, and the 95c quick-selling Bull’s-eye. 
While you're displaying the assortment, National Ad- 
vertising will be helping sell Ray-O-Vacs to the 10)4 
million readers of the Saturday Evening Post, Liberty, 
Collier's, Literary Digest, and Country Gentleman. 
All Ray-O-Vac advertising says, “Ask your dealer!” 
Will you be ready? Ask your jobber salesman, or write to 


‘flashlight 





FRENCH BATTERY COMPANY, Madison, Wisconsin 
General Sales Office: 20 North Wacker Drive, Chicago, Illinois 





Telephone, Ignition, Flashlight, and Lantern Batteries; ‘‘A’’, “B’” and ‘'C 
Radio SeedasAcunale and AircraftRadio Batteries; Rotomatic and 
Standard Flashlights; Electric Lanterns; Licensed Radio Tubes. 











o You 
Personally 
From Us 
- Likewise 


There’s no better time than this holi- 
day season to forget products and mer- 
chandise and confirm our feeling of 
friendship for hardware men everywhere. 
We believe our friends know that we ap- 
preciate their faith in Rixson products. 
But our gratitude is something we must 
declare occasionally—something not to 
be just taken for granted. 

We wish you the best of everything, 
gentlemen, in 1931. We feel rather cer- 
tain you will enjoy a definite prosperity. 
It will be our responsibility not to let you 
down, but to maintain everything the 
name ‘“Rixson” has stood for, years on 
end. To your health, gentlemen, and 
better business. 




















Write us for 
supplementary 
data on new 
Rixson Items. 


THE OSCAR C. RIXSON COMPANY 
4450 Carroll Avenue Chicago, III. 


New York Office: 101 Park Ave., N. Y.C. 
Philadelphia Atlanta New Orleans Los Angeles Winnipeg 


You Can Stake Your Reputation On 
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Builders’ Hardware 


Casement Operators & Hinges 
Concealed Transom Operators 
Adjustable Ball Hinges 
Butts, Pivots and Bolts 
Door Stays and Holders 


O&< 











Overhead Door Checks 
Ficor Checks, Single Acting 
.Floor Checks, Double Acting 
Olive Knuckle Hinges 

Friction Hinges 
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| Beaver Ratchet Die Stock 


MAKE EXTRA PROFITS | No. 8-R and 3-Way Beaver 
with GOTTSCHALK’S The Beaver 3-Ways are 


companion tools to the 


METAL SPONGE [oo '25.2°" 
Dies and die-caps of the 

| No. 3 and the 3-Ways are 
interchangeable. Ample 
space is provided for oil- 
ing and chip clearance. 


“The little sponge that does the big job’ 





Display this quick and _ profit- The maker, The Borden 
able seller and get your share Co., Warren, Ohio, states 
of the business we are creatin ee See 

. hyenas ally well balanced and 
by our national advertising. handy to use. No. 33 


threads 38, Y2 and 3% inch 

and No, 34 threads ¥2, 3% and |-inch pipe. The same organization also 
makes No. 8-R Beaver ratchet 
die stock, which are four 
posters, for 1, 1%, 1% and 
2-inch pipe thread, using a 
separate set of dies for each 
size. It eliminates the an- 
noyance of loose bushings. 
No. 8 is the plain tool and the 
No. 8-R is the ratchet type. 
Ratchet drive ring is on the 
head—in the same plane as 
the dies—and the Beaver 
“straight-line pull” means 


Over five millions sold last 


year. 


Gottschalk’s METAL SPONGE 
is endorsed by more than 25,000 
clubs and other women’s organ- 
izations that have tested it and 
proven its superiority for clean- 
ing and scouring everything. 
Turn this sentiment into sales. 











Send for FREE samples and 





os” prices TODAY. easier threading, longer life, 
es and smaller repair bills, ac- 
5 Retails at 10c and 25¢c cording to the maker. Die- 
Hou Pached in attracth . retaining spring is fully enclosed. If one segment is lost from a set, any 
‘ eftve cartons. other segment of the same number can be used to complete the set. 
Die segments are interchangeable... Open die slots enable easier naga 
+ ing. Upright posts are extra heavy and ratchet pawl is simple and 
Metal Sponge Sales Corporation strong. Guide bolts are extra heavy. Four top bolts are quickly re- 
John sag Gottschalk, President moved. The No. 8-R is three pounds lighter than the old style four-post 
2726 Mascher Street Philadelphia ratchet die stocks 














Investigate this JAUSON Monroe Numatic 
R k b| NEW Door Check 
aie mba M Auto E Co, M Mich., produces the M 
eee . t C t ., Monroe, icn., produces e onroe 
a Wa sh in q havetic ae ieee far atiechaas all Tight doors. Past ese the annoy- 


ance of slamming doors by closing them gently and firmly, says the 










Ps A . 
“one 4 Machine maker. The check is of rugged, all-steel construction. It is easily 
Supply adjusted and simply installed. Finish is an attractive gold crackle type. 
m2 4 ' Moto r Door check may be attached to either inner or outer doors and is easily 
uncgupled if the door is to be taken off Suggested retail selling price 


is $1.25. Cost to dealer is 55c. on quantities of 1 to 25 dozen, 52c. on 
quantities of 25 to 50 dozen, and quantities of 50 dozen or more at 


50c. each. 


Colonial Fireside Kettle 


The Colonial Brass Craftsmen, 
subsidiary, National Pipe Bend- 


Easier Starting 











Four 
Cycle Type 


Jobbers, 
Dealers, 








Manufacturers: ing Co., New Haven, Conn., 
- ; makes this replica of a colonial 
Send for complete details of this perfect substitute fireside whens It is of beauti- 
for the small electric motor, and for powering the ful brush brass, lacquered finish 
Washing Machines, Water Systems, Electric Light with handle of hand forged 
Plants, Garden Cultivators, Lawn Mowers, Centrifugal wrought iron. The kettle is 
Pumps and other units you sell or make. spun from one sheet of brass 
Proven Design—No Untried Features and has no seams or joints. Each 
Backed by over 35 years of gas engine manufacturing kettle is individually wrapped 
experience. and packed as required. It is 
of sufficient size to hold fire- 
Ask About Other Sizes of Lauson Vertical and Horizontal Engines place logs and kindlings. The 
measurements are 12 inches 
THE LAUSON CORPORATION deep and 18 inches wide at top. 

500 Jackson St. New Holstein, Wis., U.S.A. | Capacity is 40 quarts. Weight of kettle is 10 Ib. Suggested retail 





selling price is $20,00 each. 
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HARDWARE DEALERS who are selling house furnishing goods should find it profitable to attend the Fourth Annual 
NATIONAL HOUSE FURNISHING EXHIBIT at the STEVENS HOTEL, CHICAGO, JANUARY 11 to 17, 1931 


Three floors of this, the world’s largest hotel, will be given over to FACTORY DISPLAYS of new and staple lines by 
the leading manufacturers in this industry. Many factory executives will attend. You are cordially invited to visit this 
exhibit. It is the only national event of its kind and is operated not for profit. For further information write 


308 W. Washington St. NATIONAL HOUSE FURNISHING MANUFACTURERS ASSOCIATION Chicago, Illinois 
WARREN EDWARDS, Sec’y 








Oat Sprouter Winter Fountain 


Moe’s Line of Poultry Equipment. 





Everything needed—Feeders, Drinking Fountains, Hoppers, 
Coal, Oil and Electric Brooders, etc. In great variety, 
moderate in price, and nothing better made. 


THE BRIDGEPORT SCREW CO. ‘ 
a distinctive and popular line of Good Poultry Supplies. 
Bridgeport, Conn., U. S.A. Write for new 72-page Catalog and Prices. 


Representatives: 5 E F ~ & COM PA N 


Milton Pray Co., San Francisco, Los Angeles, Seattle 
George E. Quigley, Detroi e ° 
aM seat & Co., Memphis, eas 2305 Davis St. North Chicago, Il. 
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KEY BLANKS 


This Company has long been known as the 
leading manufacturer of key blanks and key 
machines. Completeness of the line—quality 
of the product and quick service from our 
branch offices are reasons why the ILCO is 
everywhere accepted as the standard key blank. 








Factory and General Offices at 
{ FITCHBURG MASS., U. S. A. 

















There are many brands of Friction 
Tape, but none gives better satisfac- 
tion than Slipknot. It “makes good” 
on every job—sells readily from every 
counter. 

1, 2, 4, and 8 oz. rolls in Orange and 
Blue packages. Counter Display Car- 
tons for 1 and 2 oz. rolls. 


SOLD THROUGH JOBBERS 


Also manufacturers of Rubber Heels and Composition Taps 
RUBBER BANDS “DIME ASSORTMENT” DISPLAY CARTON 


Plymouth Rubber Company, Inc. 
1000 Revere St. Canton, Mass. 























Coming Hardware 
Conventions 


ARKANSAS RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Hotel Marion, Little Rock, May, 1931; exact dates 
to be decided later. L. P. Biggs, secretary, 816 Southern 
Trust Building, Little Rock. 

CALIFORNIA RETAIL HARDWARE AND cn Asso- 
CIATION CONVENTION AND EXHIBITION, Hotel Whitcomb 
(Roof Garden), San Francisco, Feb. 17, 18, 19,- 1931. 
LeRoy Smith, secretary, 112 Market St., San Francisco. 

CAROLINAS HARDWARE ASSOCIATION CONVENTION; 
Greensboro, N. C., June 9; 10, 11, 1931. Arthur 
R. Craig, secretary, 804-806 Commercial Bank Building, 
Charlotte, N. C. 

CONNECTICUT HARDWARE ASSOCIATION CONVENTION, 
Taft Hotel, New Haven, Feb. 19, 20, 1931. Chas. R. 
Freeman, secretary, Branford. 

IDAHO RETAIL HARDWARE AND IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Boise, Jan. 27, 28, 29, 1931. 
Headquarters, Owhyee Hotel. E. E. Lucas, secretary, 
Hutton Building, Spokane, Wash. 

ILLINOIS RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Hotel Sherman, Chicago, Feb. 10, 11, 
12, 1931. Paul M. Mulliken, Managing Director, 14-16 
North Spring St., Elgin. ._R. Y. Wallace, Director of 
Exhibits, Elgin. 

INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Manufacturers’ Building at the 
Indiana State Fair Grounds, Indianapolis, Jan. 27, 28, 
29, 30, 1931. Hotel headquarters, Claypool Hotel. G. F. 
Sheely, secretary, 911 Meyer-Kiser Bank Building, 
Indianapolis. 

IoWA RETAIL HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Des Moines, Feb. 10, 11, 12, 18, 1931. 
Convention sessions at the Hotel Savery; Hardware Ex- 
hibition at Des Moines Coliseum. A. R. Sale, secretary, 
Hardware Building, Mason City. 

KENTUCKY HARDWARE AND IMPLEMENT ASSOCIATION 
CONVENTION AND EXHIBIT, Brown Hotel, Louisville, 
Jan. 20, 21, 22, 28, 1931. J. M. Stone, secretary- 
treasurer, Room 308, Republic Building, Louisville. 

MICHIGAN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Grand Rapids, Feb. 3, 4, 5, 6, 
1931. Headquarters, Hotel Pantlind. Exhibition at 
Waters-Klingman Exhibition Building. A. J. Scott, 
secretary, Marine City. Karl S. Judson, Exhibit Man- 
ager, 248 Morris Ave., Grand Rapids. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Feb. 17, 18, 19, 20, 1981; Municipal Auditorium, 
Minneapolis. Charles H. Casey, manager-treasurer, 
2344 Nicollet Ave., Minneapolis. 

MISSISSIPPI RETAIL HARDWARE ASSOCIATION CONVEN- 

TION, Buena Vista Hotel, Biloxi, June 15, 16, 17, 1931. 
Guy Nason, secretary, Starkville. 
" MISSOURI RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, New Jefferson Hotel, St. Louis, 
Feb. 24, 25, 26, 1981. F. X. Becherer, secretary, 5106 
North Broadway, St. Louis. 

MONTANA IMPLEMENT AND HARDWARE ASSOCIATION 
CONVEPTION, Great Falls, Mont., Feb. 12, 18, 14, 1931 
A. C. Talmage, secretary-treasurer, Bozeman. 

(Continued on page 74) 
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YZELTING 


: Pivot Bearing, Grip Neck, Ball 





Bearing, Truck Casters, Institution, 
Ete. 


FAULTLESS CASTER COMPANY 
EVANSVILLE. INDIANA. 


Canadian Factory: Stratford, Ontario 


EDLUND 


CAN OPENER 














The Edlund Junior 
shown here is a house- 
hold size. A guaranteed, 
quality article — outstanding 








Clear cut ; 
among can openers. Complete line 

sharp > = a includes other types and sizes. 

Atlas Tacks and small nails—inexpen- 

sive in price — but priceless at a time EGG BEATER 

of necessity. Another guaranteed 

You should keep fully stocked with Edlund product. Un- 

Atlas Tacks and small nails... they usually strong and at- 

are a necessary item in the homes of tractive. Beats quickly— 

your customers. The service which smooth running. A qual- 

Atlas Tacks and small nails give, adds Se Sloe: 0. penpallier 


lasting patrons to your trade and per- 
manent friends for you. 


ATLAS TACK 
CORPORATION From Your Jobber or Direct A 
UN EDLUND COMPANY: { 


price. 


Fairhaven, Mass. . St. Louis, Mo. 





Burlington, Vermont 


@rrstu t 


THE ELASTIC TIP COMPANY 


MANUFACTURERS OF 


@ | RUBBER GOODS AND SPECIALTIES | @ 


SEND FOR ILLUSTRATED CATALOGUE OF OUR COMPLETE LINE OF 
FAST SELLING TIPS FOR ALL PURPOSES 
370 ATLANTIC AVE, BOSTON, MASS 


¢qeetrke.#stsgqg04©“7s. 
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RED STREAK HACK SAWS 


‘The Blade With The 
Red End”’ 


Demanded by Mechanics and other 


men who cut metal. 


Stock them and you sell Hack Saw 
Satisfaction. 


SIMONDS SAW AND STEEL CO. 


“The Saw Makers” 
Fitchburg, Mass. 





Established 1832 
8 Factories 16 Branches 











See Your Jobber—First! 


The Laub Ventilator 


is being distributed through the usual business channels. 
This is why we say—“See Your Jobber—First!” How- 
ever, if your particular wholesaler happens to be one of 
those not as yet having the LAUB in stock, send us 
his name with your order and we shall see that he is 
supplied to take care of your future requirements— 
which are certain to be many. 


The LAUB is the Best Yet 


Easy to Install, Easy to Sell, and with an Easy Profit, 
too. 


LAUB PRODUCTS .- - - - Ashland, Pa. 





















BIG OU LANTERN 
GREAT Delta LIGHTS THAT ARE 
GREAT SELLERS Cash in with 


DELTA ELECTRIC CoO., 
Fert zit 


MARION IND.USA 




























Coming Hardware 
Conventions 


(Continued from page 72) 


MOUNTAIN STATES HARDWARE AND IMPLEMENT ASSO-, 
CIATION CONVENTION, Denver, Colo., Jan. 19, 20, 21, 
1931. John T. Bartlett, secretary, 2005 Mapleton Ave., 
Boulder, Colo. 

NATIONAL ELECTRIC LIGHT ASSOCIATION CONVENTION 
AND EXHIBITION, Atlantic City Auditorium and Con- 
vention Hall, Atlantic City, N. J., June 8, 9, 10, 11, 12, 
1931. A. Jackson Marshall, secretary, 420 Lexington 
Ave., New York City. 

NATIONAL HOUSE FURNISHING MANUFACTURERS’ ASSO- 
CIATION EXHIBITION, Stevens Hotel, Chicago,: Ill., Jan. 
11-17, 1981. Warren Edwards, secretary, 308 West 
Washington St., Chicago, II. 

NEBRASKA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, University Coliseum, Lincoln, 
Jan. 27, 28, 29, 830, 1981. Headquarters, Lincoln Hotel. 
Geo. H. Dietz, secretary, 414-419 Little Building, 
Lincoln. 

NEw ENGLAND RETAIL HARDWARE DEALERS ASSO- 
CIATION CONVENTION AND EXHIBITION, Boston, Feb. 
25, 26 and 27, 1981. Convention at Paul Revere Hall, 
Exhibition at Mechanics Building. George A. Fiel, 
secretary, 80 Federal St., Boston, Mass. 

NEw YORK STATE RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXPOSITION, Rochester, Feb. 17, 18, 
19, 20, 1931. Headquarters, Hotel Seneca. Sessions 
and Exposition at Edgerton Park, John B. Foley, sec- 
retary, 510 Hills Building, Syracuse. Martin Van 
Dussen, Manager of Exposition, 286 North St., Roches- 
ter. 

NoRTH DAKOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Minot, Feb. 10, 11, 12, 1931. 
C. N. Barnes, secretary, Grand Forks. 

OHIO HARDWARE ASSOCIATION CONVENTION AND 
EXHIBITION, Cleveland, Feb. 17, 18, 19, 20, 1981. Head- 
quarters, Hotel Cleveland. Exhibition in Public Audi- 
torium Annex. James B. Carson, secretary, 708 Mutual 
Home Building, Dayton. 

OKLAHOMA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION, Masonic Temple, Oklahoma City, Jan. 27, 28, 29,. 
1981. Charles F. Nelson, secretary, 207-208 Bloom- 
field Building, Oklahoma City. 

OREGON RETAIL HARDWARE & IMPLEMENT DEALERS’ 
ASSOCIATION CONVENTION, Portland, Feb. 10, 11, 12, 
1981. Headquarters Multnomah Hotel. E. E. Lucas, 
secretary, Hutton Building, Spokane, Wash. 

PACIFIC NORTHWEST HARDWARE & IMPLEMENT ASSO- 
CIATION CONVENTION, Spokane, Wash., Feb. 4, 5, 6, 1931. 
Headquarters Davenport Hotel. E. E. Lucas, secre- 
tary, Hutton Building, Spokane, Wash. 

PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE 
ASSOCIATION, INC., CONVENTION AND EXHIBITION, Com- 
mercial Museum, Philadelphia, Feb. 10, 11, 12, 18, 1981. 
W. Glenn Pearce, secretary-treasurer, 610 Wesley 
Building, Philadelphia. 

(Continued on page 76) 
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U.S. VEGETABLE DRAWER 





Restores the Freshness and Crispness to Wilted Vegetables 
For any Type Refrigerator 
Size 13/2 in. x 8 in. x 4 in. deep 


Sliding Drawer—Stationary Cover with Clamps—Heavy Steel— 
Stainless Triple Enameled 


UNITED STATES STAMPING CO., Moundsville, West Va. 


























xe 


ANA "es “ 18 i 


BEE-VA 


DD, Pd A 


Put Bargain-Day Punch into Christmas Sales with the sensational new 
BEE-VAC line of Cleaners and Washers, priced to sell, from the BEE-VAC 
De Luxe Junior at $13.50 up to the $99. 50 Super Two-Speed Washer. 
Free attachments, free gifts, amazing “Ten Minute Test” and other 
merchandising features that are packing stores everywhere. Ask your 
jobber, or write us direct for the facts. 


THE BiRTMAN Etectric Co. - - 4144 Fullerton Ave., Chicago, Ill. 





Furnished either Half- . 
or Full-Strapped. 


Good Oak Construction 


One of many styles. 


Write for Catalog 
and Trade Discounts 











FAIRBANKS 


Fig. 272 


Hand Truck 


favorite with the 
Hardware Dealer—and a 













Fig. 272 
Half Strapped | 
for | 
Store and 


Use 





The FAIRBANKS Company 


New York Pittsburgh 
Rome, Ga. 


Distribution Everywhere 














4 
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q 
4 
4 
4 
4 
“ 
4 
4 
4 
4 
4 





ne 


4 
' POLLY PRIM DUST PAN 
> The tempered steel edge hugs the floor . 
> and holds the dust. The long handle q 
> saves stooping. The hook at top is con- 4 
> venient for hanging. Made of 26 gauge 4 
> steel for endurance. Endorsed by Good 4 
> Housekeeping Institute. Finished in many 4 
an beautiful colors. Write for prices. 4 
{ Chicago Salesroom 1498 Merchandise Mart 




















PATENT NOVELTY COMPANY 


FULTON ILLINOIS In 


FULTON LIN E 








Christmas Greetings 
to the Trade 
E 3 
CREAM CITY WARE 


manufactured by 


Geuder, Paeschke & Frey Co. 
301 No. 15th St., Milwaukee, Wis. 























This new booklet, The 














HELLER SHOW 

YOU THE NEW 

WAY TO BIGGER 
PROFITS 


Fine attractive displays sell more mer- 
chandise—convenient displays require 
less effort and fewer floor salesmen. 


Heller Business Building Store Equip- 
ment fills both needs. It provides 
neat, attractive displays that are both 
convenient and economical. It will 
bring you new and bigger profits and 
at the same time reduce the time and 
effort necessary .to handle your cus- 
tomers. 


After the next few weeks of holiday 
rush comes inventory time—the ideal 
time to make Heller installations. If 
we can show you how Heller equip- 
ment can be made to pay for itself— 
and we can—wouldn’t it be worth- 
while for you to send for the Heller 
Booklet? Just write your name and 
address in the margin—tear out this 
ad, and mail. No obligation. 12A. 


W.C. HELLER & CO. 


MONTPELIER,OHIO N.Y. Office 20 Vesey St. - 


Warehouse 





«LAA 





O00) 
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cot hit wf wet or dry. 

LUMBIAN B@tapee i 

fom your Durable and 

Jobber 


aranteed 


COLUMBIAN ROPE COMPANY 
Auburn “‘The Cordage City’ N. Y 


New York — Chi Orleans Philadelphia 


ROPE 


Weient 12 Ounces 
Swive.eo 


“ 


icago Boston New 


TAPE-MARKED 
PURE MANILA 


Branches— 


COLUMBIA 


Subdued with 
Peerless Handcuffs / 



















In these days of lawles*ness 
officers require handcuffs 
that hold securely and can 
be snapped onto a vicious 
character before he realizes 
it. The PEERLESS are 
just such handcuffs and the 
only ones which cannot be- 
come locked while carried 
in the pocket. Get prices. 


Peerless Handcuff Co. 
Springfield, Mass. 








Granite 
Cutters’ 
Tools and 


Supplies 


Complete catalog on request 


TROW & HOLDEN CO. 


Barre, Vermont 








@ | 


THE CORBIN SCREW CORPORATION 


The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warchouseo—New York, Chicage, Philadelphia. 
Western Factery—Dayton, Ohic. 








Coming Hardware 
Conventions 


(Continued from page 74) 


SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, Feb. 24, 25, 26, 1931, 
Ambassador Hotel Auditorium, Los Angeles. J. V. 
Guilfoyle, secretary, 420 E. 8th St., Los Angeles. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION AND EXHIBITION, Atlanta, Ga., 
May 12, 18, 14, 1931. Walter Harlan, secretary- 
treasurer, 701 Grand Theater Building, Atlanta, Ga. 

SouTH DAKOTA RETAIL HARDWARE ASSOCIATION CON- 
VENTION, New Auditorium, Rapid City, Feb. 3, 4, 5, 
1931. Headquarters, Alex Johnson Hotel. Charles H. 
Casey, manager and treasurer, 2344 Nicollet Ave., 
Minneapolis, Minn. 

TEXAS HARDWARE AND IMPLEMENT ASSOCIATION CON- 
VENTION, Baker Hotel, Dallas, Jan. 20, 21, 22, 1931. Dan 
Scoates, secretary, College Station. 

VIRGINIA RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Richmond, Feb. 24, 25, 26, 1981. 
Thos. B. Howell, secretary, 802 Broad St., Richmond. 

WEST VIRGINIA HARDWARE ASSOCIATION CONVENTION 
AND EXHIBITION, Charleston, Jan. 20, 21, 22, 1981. 
Headquarters, Daniel Boone Hotel. Exhibition in the 
Armory Building. James B. Carson, secretary, 708 
Mutual Home Building, Dayton, Ohio. 














WESTERN RETAIL IMPLEMENT AND HARDWARE ASSO- 
CIATION CONVENTION, Kansas City, Mo., Jan. 20, 21, 22, 
1931. Headquarters, Hotel President. Sessions in Mis- 
souri Theater. H. J. Hodge, secretary, Abilene, Kan. 
Western Hardware Show in connection. Louis W. 
Shouse, secretary, Convention Hall. 

WISCONSIN RETAIL HARDWARE ASSOCIATION CONVEN- 
TION AND EXHIBITION, Milwaukee Auditorium, Milwau- 
kee, Feb. 3, 4, 5, 6, 1931. B. Christianson, secretary, 
Stevens Point. 


’ 


Tru-Cut 
Bread Slicer 


The Tru-Cut bread slicer 
is an ingenious device for 
slicing bread in perfectly 
even, uniform slices. By 
means of an_ eccentric 
gage the bread can be 
sliced in four different 
thicknesses, ranging from 
very thin to thick. Slicers 
are finished in two attrac- 
tive color schemes, jade 
green, two-tone combina- 
tion and ivory with Delft 
blue border, both outfits 
being trimmed in gold. They are also available in natural wood finish. 
Slicer may be hung from the wall when not in use. Knife, which is 
part of the set, is made of fine, concave-ground razor steel. It may be 
sharpened on an ordinary sharpening steel or oil stone. When not in 
use knife fits in a slot in the base of the slicer, so that it is protected 
from contact with moisture or any other dulling agent. Knife handle is 
finished to match color of the slicer. Slicers are packed in individual 
cardboard cartons in cases of 24, weighing 60 lb. The Tru-Cut Bread 
Slicer Co., 1902 Jefferson Avenue, Toledo, Ohio, is the maker. Slicer 
is offered to retail for $2. Discount te dealer ranges from 45 to 53% 
per cent, according to the number of slicers ordered. 
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Uaughany 
P Ne Suet Row 


lg CAN OPENER 


The World’s Best Can Opener 


Recommended by the National Can- 
ners’ Association. After opening 
500 cans, Safety Roll was as good 
as new. It cuts the top out of all : 
sizes and shapes of cans and saves ey ‘ 


the juices. 


A wonderful kitchen tool and sure-profitable-seller. Genuine tool sthet 
Free sample and prices sent on request to rated firms. tempered cutter. Spe- 
: cial roller construction 
VAUGHAN NOVELTY MFG. CO. fag a 
Manufacturers of Quality Kitchen Tools : 
3211 Carroll Avenue Chieago, U. 8. A. thet anesthe jue 











ARMSTRONG BROS. 


Solid Pipe Dies 


& 


i A 
ma (ml 


SAMSON TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Ja te) © a OO) 20D. 


SAMSON SPOT, PHOENIX and SACHEM brands 


each the standard of quality forits particular use. 
‘*There IS a OTs i fagaite e in Sash Cord”’ 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 








These dies excel in easy cut- 
ting, long lasting qualities. 
They are of radically improved 
design and superior in work- 
manship and material. The 
Vanadium Tool Steel Chasers 
are cast-welded solidly into 
the body by our special process. 
Fit all standard stocks. 






1. Free Cutting Rake 3. Ample Chip Clear- 
ance 

2. Solid Support Be- 4. Relieved Cutters 

hind Cutter (Backed off) 


Write for Catalog P-10 


ARMSTRONG BROS. TOOL COMPANY 
“The Tool Holder People” 
314 N. Francisco Ave. Chicago, U. S. A. 


WALWORTH 


Walworth Company, General Sales Offices: 
60 East 42nd St., New York 


Plants at Boston, Mass.; Kewanee, III.; 
Greensburg, Pa., and Attalla, Ala. 


Distributors in Principal Cities of the World 


Walworth Company Limited, 660 St. Catherine Street West, 
Montreal, P. Q. 


Walworth International Co., New York, Foreign Representative 


Makers of Dan Stillson’s Wrench 











REAL 
RETAIL 
That Sells PROFIT 
lteety ITEM 


The woman with an up-to-date kitchen welcomes 
this Chromium Plated, Nickel Plated and Aluminum 
stove pipe. Brightens the kitchen, eliminates work, 
resists rust, lasts longer. 


An active line for jobbers and representatives 


Ballonoff£ Metal Products Co. 


CLEVELAND, OHIO 


STOVE 
PIPE 











Does the Trick When 


Other Pipe Cleaners Fail 


You don’t need hot water 
when using DFSOLVO—it 


makes ice boil. Will not 
harden in pipes. 
Sold at. popular  price—- 


More profits for you. 


DESOLVO is strongest and 
best—refuse substitutes. 











‘et.it from your jobber. 
Manufactured by Get.1t fro vo jobber 


THE CHAMBERLAIN COMPANY, Pittsburgh, Pa. 





The symbol of 


qua lity in chain 


Makers of the Famous Weed Tire 
Chotne 











LAMPS 


Licensed Under General Electric Company’s 
Incandescent Lamp Patents 
S:lvania Lamps and Radio Tubes. 
Both of Emporium, Pennsylvania. 
Both are builders of consistent 
profit. Write for details about 
them. 





RADIO TUBES 
Licensed Under Radio Tube Patents of 
General Electric Co., Westinghouse Electric 
& Mfg. Co. and Radio Corp. of America. 
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CLASSIFIED OPPORTUNITIES 





POSITIONS WANTED 
Special Rate, One Cont « Word; Minimum Fifty Words 


Advertisements from unemployed accepted free of charge; inserted in two 
consecutively weekly issues. Box number address may be used. All replies 
will be forwarded by us post paid. 





MAN, single, age thirty-three, college business administration educa- 
tion. Successful record as salesman and sales g for w ] 
hardware company for nine years. Desires to represent a manufacturer 
of some meritorious line in the state of Virginia. Prefer manufacturer 
who has some business in the state, but who is not satisfied with present 
volume. Can open office and finance if necessary to carry stock. Best of 
references. Address Box J-49, care of HArpwarE Ace, New York City. 





POSITIONS WANTED 


Special Rate, One Cont « Word; Minimum Fifty Words 





YOUNG MAN 28. College Education. Thoroughly experienced in all 
branches of the Hardware and housefurnishings business. Four years as 
assistant buyer and Department Manager in — New York Department 
Store. Four years as salesman for prominent hardware and _ housefurnish- 
ings jobber. Desires position with manufacturer or jobber. Box J-66, care 
of Harpware AGE, New York City. 





SALESMAN, age 35, married, desires position in retail store or with man- 
ufacturer or jobber, 15 years’ experience in Hardware, houseware, electrical 
goods and paint oils and varnishes, preferably Metropolitan Boston. Refer- 
ences furnished. Address J-65, care of HArDwWARE AGE, New York City. 





CATALOG COMPILER AND ADVERTISING MANAGER SEEKS 
NEW CONNECTION. Experienced in both wholesale and retail hard- 
ware with background of successful accomplishments in compilation of 
hardware catalogs and the management of advertising departments of 
Hardware Jobber. Employed at present but wishes to make a change. 
Highest references. Address Box J-51, care of Harpware AGE, New 
York City. 





POSITION WANTED by reliable experienced salesman to represent 
manufacturer or large jobber in Illinois and Eastern Jowa. Have covered 
this territory for seven years, calling on hardware, furniture, variety and 
department store trade. Have a good acquaintance in all departments of 
this trade and will consider any good line on salary or commission and 
drawing account. First class references. Address Box J-61, care of Harp- 
warE AGE, New York City. 





CAPABLE MAN, 35, now managing office selling to hardware and 
electrical jobbers in New York Metropolitan territory, would like similar 
connection with manufacturer. Am qualified to handle credits and col- 
lections, supervise salesmen, etc. Thoroughly trustworthy. Satisfied with 
salary and bonus arrangement. Address Box J-54, care of HARDWARE AGE, 
New York City. 





YOUNG RETAIL HARDWARE CLERK desires to become connected 
with large organization in which there is a chance for a promotion. Ex- 
perienced in hardware and kindred lines. Has done outside canvassing, 
servicing and collecting. College education, 24 years of age and married. 
Anxious to prove ability. Will give good reference. Address Box J-55, 
care of Harpware Ace, New York City. 





SALESMAN. I am seeking a road position with some good manu- 
facturing concern where my wide acquaintance and successful experi- 
ence, covering a period of over thirty years calling on the hardware 
jobbing trade, will be of value. I speak, read and write the Spanish 
anguage and would not object to traveling in Latin America. Address 
Geo. . Jeffords, 1017 East Douglas Ave., Wichita, Kansas. 





POSITION WANTED. Man with 20 years experience general hard- 
ware, stoves, mill-supplies, paints, building material, household goods and 
furniture, also experienced bookkeeper and office man, open for place. 
Prefer Georgia or Southern state but will go anywhere. Manager of store 
for 18 years. Will funish A-1 references. Address Box J-58, care of 
Harpware AGE, New York City. 





SALES EXECUTIVE with a long time service with a well known Hard- 
ware manufacturer is seeking a new ction. R for making change 
can be satisfactorily explained. He has very good acquaintance with the 
Hardware Jobbing Trade. Will go anywhere at any time for an interview. 
Address Box J-28, care of Harpware Ace, New York City. 








WINDOW DRESSER and advertising man, twenty years experience in 
hardware and housefurnishings. Thoroughly experienced in modern dis- 
play and direct by mail promotion, also thoroughly experienced in all 
departments, tools, builders’ hardware, paints, etc. Best of reference fur- 
nished. Address Box J-64, care of Harpware Ace, New York City. 





SALESMAN, 8 years experience selling Hardware, Electrical Radio 
obbers and large dealers in Iowa, Nebraska, Missouri, Kansas and Okla- 
oma, seeks connection with well known manufacturer. Salary basis. First 

class references. Headquarters Kansas City, Mo. Address Box J-29, care 
of Harpware Acz, New York City. 


DISPLAYMAN and CARD WRITER; who has had three years’ ex- 
perience in one of the larger Hardware stores in the state of Illinois, 
would like to become affiliated with a progressive Hardware firm 
in the middle west. References, etc., will be sent on request. Address 
all replies to D. H. ANDERSON, 1379 N. Prairie St., Galesburg, Il. 





BUSINESS OPPORTUNITIES 


Set Selid, Minimum of Five Lines.......ccccccscccscccscsccses 93.00 
Adimeh Bos Dieglay. cccccccccccccccccccccccccccccccccccocs 5.00 
Four C ive I fons, 10 Per Cent Discount 








HARDWARE BUSINESS fifty miles from New York City. Good 
clean stock of builders, marine, household and general hardware, fishing 
tackle, tools and electrical goods. A complete line of Devoe’s paints, oils 
and varnishes. Well established. Clean and up to date. Other interests 
and heath requires me to sell at a liberal discount below inventory at cost. 
This store must be seen to be appreciated. Address J-59, care of Harp- 
warRE AGE, New York City. 





A REAL OPPORTUNITY—Aged owner compelled to retire. Annual 
sales over $200,000. Stock Hardware and Implements invoices about 
$55,000, clean and salable. With buildings if wanted. All clear. Lecated 
in the South. Some trade or good paper considered. Address Box J-53, 
care of Harpware AGE, New York City. 


SALES ACCOUNTS WANTED 














Set Solid, Minimum of Five Limes.........ccccccccscecccesss $3.00 

Reina Bow Bisby. cccccccscccccccetoestesces eccccscccocs 5.00 
Four C ive I fons, 10 Per Cent Discount 

i~ 

= 


COMMISSION LINE WANTED 


Experienced salesman wants a quality line er item for Illinois retail 
hardware trade on commission. Have sold this trade for 14 years 
and have very close acquaintance with over 1500 dealers in towns 
large and small. I cover entire state thoroughly in car except Oook 
County. Must be a dependable quality product that repeats and 
will build into volume. ox 235, Peoria, Illinois. 








~ 








MANUFACTURERS’ SALES AGENCY—A selling organization repre- 
senting four manufacturers of hardware and builders’ lines for 15 years 
in Chicago is in a position to take on an additional line going to jobbers, 
department stores and similar outlets. Have ‘specialized in the introdue- 
tion of builders’ hardware specialties through architects and builders. 
Prepared to carry small service stock and to make attractive ground floor 
sales display. Very highest references. Address Box 1-972, care of Harp- 
warE Ace, New York City. 


. TWO SALES EXECUTIVES organizing a sales company in Connect- 
icut, desire to represent manufacturers of hardware, housefurnishings, elec- 
trical goods, and kindred lines for distribution to department stores, retail 
hardware trade, and jobbers. We have warehouse facilities and are rated 
in Dun’s. Address South End Hardware Co., Inc., 239 Main Street, 
Hartford, Conn. 


AGENCY WANTED for New Jersey by old established New York 
heuse for standard article of merit which sells to retail hardware and 
housefurnishing trade. Commission basis. What have you to offer? 
Address particulars to Box J-60, care of HArpwareE AcE, New York City. 











SALES REPRESENTATIVES WANTED 


Set Selid, Minimum ef Five Lines.......cccccccccccccsccees $3.00 
l-Inch Bex Display......... eeeeseee eoccccccecocccccececes 5.00 
Four Consecutive Insertions, 10 Per Cent Discount 





OPEN for connection with reliable firm. With one concern 30 years 
and traveled New York State 25 years, selling jobbers and larger retail 
Hardware and Housefurnishing stores. Not interested in commission side 
lines, $d reference furnished. Address Box J-48, care of HARDWARE AGE, 
New York City. 





RETAIL HARDWARE MAN—15 years’ experience shelf and builders’ 
hardware, tools, paints, plumbing and electrical supplies desires a perma- 
nent connection in or near New York City. Can offer excellent references. 
Address J-47, care of Harpware Ace, New York City. 





SALESMAN, 15 years experience, wholesale hardware entire South. 
Competent, excellent references. Married, desires connection with responsible 
manufacturer located in New York or Philadelphia district. Address Box 
J-57, care Harpware Acer, New York City. 





HARDWARE SALESMAN 30 years of age, married, 10 years experience 
selling of Hardware tools, paint, plumbing and electrical supplies, can do 
locksmithing and electrical repairing. Prefer location in New York State 
—_ of Albany. Address Box J-63, care of Harpware Ace, New York 

ity. 


WE HAVE OPENINGS on our sales force for men acquainted with 
the wholesale paint and hardware trade in New Jersey, New England, 
Virginia, Eastern Pennsylvania, Ohio west of Springfield, Nevada, Wyom- 
ing, Maryland, District of Columbia, New York City, New York State. 
Compensation strictly commission basis. State experience and references. 
Address J-62, care of Harpware AGE, New York City. 








SALESMAN, calling on wholesale hardware trade only, need apply. 
The item is the only Patented Screen and Window Hanger on the mar- 
ket. Essex County institutions have adopted it for all county buildings. 
It sells itself. Territory going fast. Address the NOSLIP COMPANY, 
Inc., Bloomfield, N. J. 





WANTED—Experienced salesmen calling on hardware trade to sell 
our QUALITY line dog equipment, leather novelties, etc. Choice terri- 
tory opened for right men. Liberal Commissions. THE STRECKER 
BROS. CO., Marietta, Ohio, Established in 1881. 


ROPE SALESMEN WANTED. 100 per cent pure Manila rope 14 Ib. 
basis. Fast selling side line, five per cent commission. United Fibre Com- 
pany, 82 South Street, New York City. 
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Even the best of us can profit 
by observing what the other 
fellow is doing. This is par- 
ticularly true in the hardware 
business. We have often been 
told of the successful out- 
come of some merchandising 
idea that was prompted by a 
HARDWARE AGE story. 








IT’S NEVER TOO LATE 
TO LEARN! 


After you read your copy of 
HARDWARE AGE, go 
through it again and see how 
many of the merchandising 
ideas, stories and editorial 
hints you can try in your 
store. Remember, something 
new is always interesting. 
You'll find plenty that is new 
in HARDWARE AGE. 


HARDWARE AGE 


239 West 39th Street 
New York, N. Y. 


Ee 














Sales 
Accounts 
Wanted 


Are you desirous of se- 
curing good. Sales Ac- 
counts to handle on a 
commission basis? 


If so, look over the ads 
in the “Classified Oppor- 
tunities Section” in this 


paper. 


It’s the place to find 
them. 











Tom 


TO MEET ANY <a 
COMPETITION 10% 


o 


_— 


GARDEN TROWE 






















Here is a line 
of Garden 
Trowels that 
can’t be beat 
for quality 
and price. 


All newly de- 
signed with 
long strong 
shanks and at- (38 
tractively fin- 
ished. 


When you see 
them you will No.5 
agree they are 


unusual —_val- 12°82 


4 Ask your Jobber for 
oe Akron-Selle 
by name. 


THE AKRON SELLE COMPANY 


Established 1873—AKRON, OHIO 





Trowels 

















80 
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Many Improvements in 1930 








--more in 1931 


O line of wrought hardware has shown 

so many worth-while additions and 

improvements for 1930 as those introduced 

by The Stanley Works. This is the result of 

a definite Stanley policy — to continually 

improve its present line and to add new 
items that fill real needs. 


The new items illustrated on this page 
are representative of the many brought 
out in 1930. Each: one of these items 
should be in your stock. 


Full information on these items gladly 
furnished upon request 










Clothes Line Hardware 


No. 4100 Pulley 


Wheel deeply grooved 
to prevent line from 
jamming. Rust-resist- 
ing Cadmium finish. 


No. 7070 “Pul-Tite” 
Line Clamp 





No. 4101 


Line Support For tightening or 
loosening the line 


Keeps line easily and quickly. 


from sagging 
or tangling. 





Ball Bearing Hinges for Garage Doors 


Long graceful hinges in all wrought iron finishes 








BB1461 


i BB1462 ’ 


Garage Latches 
to match hinges 














No. No. 
1246 1247 

















No. 61-64 
Wrought Brass and 
Wrought Steel Kitch- 
en Cabinet Hinges. No. 1292 
Cast Brass Kitchen 
No. 7025 Cabinet Latch 


Window 
Pole 





Sash Pulleys 


Drive and enclosed types 











Floor Spring Hinges 


ae me 





Applied to door BB157-BB156 


Wrought Bronze and Wrought Steel 
Ball Bearing Double Acting 





No. 7006 

















THE STANLEY WORKS 


STANLEY 


oe 
ee 


New Britain, Conn. 


HARDWARE 
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Thats the Rule 1 like to Sell/ 
The FARRAND RAPID RULE 


Patented in U. 8. Nos. 1,402,589 and 1,730,199 

The origimal Flexible-Rigid-Concave Rule 
“It’s a pleasure to demonstrate it—and it’s a profitable 
item to sell. Every one we sell makes a friend for our- 
selves and the manufacturer, because it is durable, 
convenient, and gives efficient service.” 

Distributed through wholesalers 
Manufactured by 


HIRAM A. FARRAND, Inc., Berlin, N. H. 



















Keep D19 DOMES -- of 
SILENCE Display Cabinet 
on your counter working 
for you. 





we 
of SILENCE 


than Casters 


It pays good dividends on 
the small space it oc- 
cupies. 










Contents costs 


dealers $3.00. 







Sells for 
>. $4.80. 
, = Gross sets 
I SILEN' cost $9.00. 
nw ; | DOME ree Sell for 
DOMES of SILENCE 
If your Jobber vi, 
cannot supply DOMESe 5 
you — write us 


direct. 


We also make all 
grades of Sliding 
Casters, Pin 
Slides, Felt Slides, 
Radio Felt, Feet, 
Insulated Slides, 
etc. 





OUR PACKAGE 


35 Pearl St., New York City 


























Lots of Your Customers 

| need 

A Handy Capping Tool 
like this 

















ALL STEEL 


BOTTLE CAPPER 


Display Pyramid Bottle Cappers in their colorful, individual 
cartons. You'll find they bring you many profitable sales be- 
cause the Pyramid is such a handy, convenient tool it prac- 
tically sells itself. Write for our special offer on a trial order 
of one dozen and see for yourself what a splendid seller the 
Pyramid Capper is. Handsome display cartons included free 
with every order. 


CROWN CORK & SEAL CO., BALTIMORE, MD. 
World’s Largest Makers of Bottle Caps 








Superior Brand 
Hardware Cloth 
is true to hard- 
ware cloth 


























: ayegeswanseegit standards. 
y Li 
3 i Smooth round 
ii ° 
a . wire always 
ty a? ; ° 
i td HHH standard _ size. 
aha i re Ti i W 

oven evenly 


and thoroughly 


galvanized. 


At your jobber 


G. F. Wright 
Steel & Wire Co. 


Worcester, Mass. 
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1S Tod vou 1 the EXCLUSIVE DESIGNS 


by RUSSWIN 


» » * 





THE ELIZABETHAN PERIOD is above all domestic in its appeal. 
Born under the Renaissance influence it offers beauty, 
comfort, and sturdiness. It insists on durability. For nearly 
a century RUSSWIN . .. actuated by the ideals of 
Elizabethan art . . . has combined grace with faultless 
mechanical operation. Hardwick, herewith illustrated, is 
one of the exclusive RUSSWIN designs in this delightful 
period. It will enhance the little manor house, the baronial 
home or the monumental business structure and provide 


unfailing, trouble-free, lasting service. Whether it be a 





sturdy, handsome door knob, a lock, door closer, night 
latch, or even such as small hinges and locks for the corner 
HARDWICK cupboard . . . all will be in perfect accord if you select 
RUSSWIN. Consult your architect or interior decorator, when 
making plans, or write to us for descriptive booklet covering 


RUSSWIN Hardware expressly made for leading 
periods of design. Russell & Erwin Manufacturing RAS 


Company (The American Hardware Corporation, hahah SS 


5 


For the Architect's convenience RUSSWIN 


s W 
u° 
Hardware is illustrated and described in R DI S TIN CT IVE N 
Sweet's catalogue, pages C-3137: C-3216. HA R D WA R E 


Hardware that lasts ~ ‘Base Metals of “Bronze or “Pvass 


Successor) New Britain, Connecticut— New York 






Chicago, London. 








Two other exclusive RUSSWIN designs 
Lancaster ©® Carlton 
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A ‘GHRISTMAS ( 
unting is the most ancient and natural of all sports. 
IESSAISE TRIM | J sien cna conrinver attag pctot tn the evens 


of virile youth and manhood to the present day. 


T) i ” ee 
i {7 $77 VIC )T7 A hundred $ Ameri had wild 
Remmegtor é undred years ago we Americans had wi 


game in such abundance we would not believe it 


Trey 
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couid ever be depleted. But reckless and greedy 
hunting has reduced our great heritage to the point where, in fairness to ourselves and to 
those who are to come after us, we must conserve our game more thoughtfully. 













We can do it and have done it in many instances. Let us continue, therefore, vigilantly, with 
the methods that have been successful, and let us devise new ways to increase our game so 
that we, and generations to come, may always have it abundantly. 
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REMINGTON ARMS COMPANY, INC., NEW YORK 
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